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TO COMPANIES WHOSE 
MIMEOGRAPH DUPLICATORS 
WORK LONG HOURS OFTEN 


There are, now ready two new Mimeograph duplicators— 
the new 91 and the new 92. (Mimeograph 92 shown.) They 
look like the “World of Tomorrow ...” They’re built the 
“staunch-and-sturdy-she-stands” way ... They’re brainy, brawny, 
able and willing...They’re in the middle-price class. They now 
complete a full line of the modern, streamlined Mimeograph dupli- 
cators. There is now a Mimeograph built for what you want to say 


—at a full range of prices to pay. A. B. Dick Company, Chicago. 


Mimeograph 



























MIMEOGRAPH is the trademark of A. B. Dick Co., Chicago 
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REPORTORIAL: 


LOOKING into the FUTURE should be a 
profitable pastime for advertisers. Imagine 
a crystal gazer back in 1900 prophesying 
that Direct Mail records, such as those con- 
tained in this issue. would be possible. 

Read E. J. Poag’s description of what 
“\Ianagement Thinks” about Direct Mail. 
Read his prophecy for the future. Turn 
next to Dave Beard’s Laboratory. Imagine 
what will happen to advertising—if mo:« 
advertisers become Labeoratory-conscious. 

Next ... examine the campaign of The 
Philadelphia Record. Read in its well- 
phrased headings and clean-cut copy a 
prophecy for your future direct mail. Don’t 
skip Mrs. Healy. She may give you a hint 
that you will have to get out of your own 
office in planning your direct mail. 

Look into the future. Even the newspa- 
pers are experimenting. I/nteresting .. . is 
the experiment of The New York Times in 
giving advertisers a chance to test two ads 
Write to J. R. Cominsky, 
national advertising department of The New 
York Times for a copy of the April issue 
of “Trends of the Times” explaining the 
split-run copy testing in the Times. 


in same issue, 


But speaking of testing in general adver- 
tising, your reporter has seen some terrible 
headaches during this beautiful month of 
October. Remember that survey of Print- 
ers’ Ink? To determine cost of each 
inquiry for national advertisers? Costs 
ranged from lower than a dollar to thou- 
sands per inquiry. An independent group 
has been making a survey of that survey— 
to determine how those expensive inquiries 
are being answered. It is downright 
Your reporter has been preach- 
ing or moaning for years about the man- 
handling of inquiries. 


pathetic. 


Advertisers will 
spend thousands on beautiful full page ads 
—but will ruin the whole effort by sloppy 
follow-up on those who inquire. Who is to 
blame? The Agency or the Advertisers? 
lt is about time somebody found out. I 
hope that The Reporter will be able to 
reveal the results of this current survey. 
We'll probably have to leave town for a 
month for a cooling-off spell. One national 
advertiser whose per-inquiry cost ran into 
lour figures—sent out booklets in flimsy 
envelopes which were badly damaged on 
arrival and what’s more, used 
double required postage. 


nearly 
Smeary letters, 
‘heap folders, flimsy envelopes. What a 
mess! Inquiry answering is the worst 
incer in the body of Advertising. Better 
tart studying vours. 


This month, The Reporter simplifies its 
name. In September 1938 we absorbed the 
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old discontinued Postage and Mailbag 
name, and gave credit to all who had un- 
expired subscriptions. All of those credits 
have been liquidated. We now resume our 
original wording—and give the Postage and 


Mailbag title back to its original owner. 


* 

And at this point, it might be a good 
idea to clear up any present or future mis- 
understanding. Although The Reporter 
goes to the members of the Direct Mail 
Advertising Association—the magazine is 
entirely independent. Opinions expressed 
in The Reporter are the personal responsi- 
bilities of the editor, his staff and the 
writers of letters and articles. 
no strings tied to The Reporter. 


There are 


October has been a busy month. Visitors 
to The Center more numerous than usual. 
Had a few speaking engagements where 
we tried to analyze the letters of the mem- 
bers of audience. 
letters ... 


Weakest spot in most 
the sizzle is buried in illogical 
arrangement and too many words. The sec- 
ond Direct Mail Course was completed on 
October 24th, with your reporter reviewing 
the highlights of the other eleven lectures. 


After I had reviewed the advice and for- 
mulas given by Messner, Snead, Walter, 
Egner, Orr, Sando, Longyear, Paglin, 
Mayer, Collier and Raymond, it seemed 
necessary to construct a formula for inter- 
preting a direct mail expert. If you want 
to be what the experts say you should be, 
you must have: 

1. Thorough training in psychology of 
salesmanship; 2. A librarian’s tendency to 
collect and file ideas; 3. A military strate- 


gist’s ability to plan campaigns; 4. An 
executive’s grasp of management; 5. A 


journalistic sense for news and headlines; 
6. A natural desire to develop a style in 
copy; 7. An inborn urge to make money; 
8. A scientific leaning for formulas; 9. An 
appreciation of art and balance; 10. A 
hankering for mechanical doo-dads and 
eficiency methods; 11. An_ inspirational 
attitude toward things and people (In 
other words . .. be a preacher.); 12. A 
statistical complex; 13. A sense of humor; 
14. A burning desire for thoroughness. 


- 
The consensus of opinion is that no one 


can be or have all of that. So do the best 
you can. 


H. H. 
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Management Jhinks... 


~] 


Management thinks that Direct Mail is a vital medium for reaching a definite 
audience with a thorough selling message at a low cost. 


Management appreciates that much intelligence must be manifested by Direct Mail 
men in order to achieve its sales objective at a fair selling cost. Thus, the Direct 
Mail executive must be a man of broad vision, sound sales training, adept adver- 
tising ability, blessed with an unprejudiced mind, and willing to “play ball” on 
the great sales field, among all the other sales and advertising forces, and all to the 
end that the ultimate job may be accomplished effectively and efficiently. 


Management thinks that there is a great opportunity for more brilliant Direct 
Mail copy. Management thinks that “tricks of the trade”, striving to be clever 
at the expense of clarity, should be abolished and that sound, sensible human copy 
that unfolds the story of the product in a persuasive, interesting way should be 
substituted (in many places) for these sparkling little tricks that merely make 
somebody say, “Isn’t it clever?”, but doesn’t make them say, “I’d like to own this 
particular product”. 


Management thinks that Direct Mail operators should be more interested in selling 
the product than they are in selling Direct Mail campaigns—that when the basic 
service fundamental is uppermost in the mind of the Direct Mail man and when 
he works to the end that his message moves the product into consumer channels, 
then more Direct Mail campaigns automatically follow, and the client and the 
Direct Mail man alike each profits to a greater degree. 


Management thinks that the Direct Mail executive should constantly think in terms 
of the retailer and the retail salesman and how Direct Mail can pave the way for 
more sales@with less sales resistance. (Of course, we realize in some cases that 
Direct Mail performs all functions pertaining to the sale.) 


Management thinks that it requires many different forces to conduct a war—the 
heavy artillery, the light artillery, airplane squadrons, the infantry, etc., and in 
sales programs too, in a highly competitive market, it requires many different 
mediums, each used intelligently in order to attain a definite objective successfully. 
All mediums must be selected with judicious care with cost in mind, and all forces 
must be built around a great central theme and focused on one objective. 


Management thinks that Direct Mail in many lines of business can be used effec- 
tively to hold customers after they have once joined an organization, to keep them 
informed in regard to new advancements and products—to sell the customers on 
the service which the organization is in position to render long after the sale, and 
thus guarantee to the home organization “repeat business” because of superb 
service rendered. 


In the net, Management thinks that the Direct Mail operator, or executive, has a 
great opportunity to serve and the degree of service rendered is always contingent 
upon the magnitude of the mentality of the man back of the program. Manage- 
ment thinks that the Direct Mail operator must, in the net, have broad vision, 
sound fundamental training, a thorough grasp of all ramifications of the business, 
a sound knowledge of advertising, an unprejudiced mind, and all to the end that 
District Mail may occupy to a greater Degree its rightful place in the sales pro- 
gram and thus emerge triumphant, because of a good job well done. 


by E. J. POAG, 

Asst. General Sales Manager 
Dodge Division 

Chrysler Corporation 
Detroit, Michigan 
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MANAGEMENT AND DIRECT MAIL 


E. J. Poag, Asst. General Sales Manager, Dodge Division, Chrysler 
Corporation, Detroit, Michigan, was the headliner on the first day’s program 
of recent D.M.A.A. Convention. By charts, slides and motion pictures he 
illustrated why, how and when Dodge use Direct Mail. It would take several 
complete issues of The Reporter to give all of the facts. Following the 
talk, your reporter spent a quiet hour with Mr. Poag in his room at the 
Roosevelt . . . digesting the highlights and trying to discover the basic facts 
that would be helpful to all readers of The Reporter, irrespective of their 
class of business or the size of their advertising budget. 


On the opposite page, we give you Mr. Poag’s conservatively worded 
tenets for direct mail thinking. We print it on a page by itself . . . because 
it should be framed and hung beside every advertising manager’s desk. It 
might be enlarged to cover the entire wall which faces the desk of every 
creator or producer of direct mail. 


Here are some additional basic facts about the Dodge program: 


In 1939, Dodge used 19,252,581 pieces of direct advertising to influence 


sales of cars, trucks and service. 
24% of their total advertising appropriation went to Direct Advertising. 


Mr. Poag believes that most important element in a manufacturer-dealer- 
consumer campaign is planned tie-up between salesman and consumer. In 
the 1940 Dodge Direct Mail campaign, which will reach 2 million new car 
prospects at a cost of about $230,000 (shared 50-50 by company and dealer) 
... there are three pieces. Two of these are mailed; the third is delivered 
and shown to prospect by the salesman. That is planned tie-in. And Mr. Poag 
says it works better than any method so far developed. 


The Dodge analysis of circulation and cost is interesting and informa- 
tive. While direct mail cost may run from $40 per thousand up, against 
magazines at $3-$6 per thousand circulation and newspaper at $6-$18 per 
thousand, Dodge, by analyzing actual prospects in each field of circulation 
estimates why and when direct mail can be used at less ultimate cost per 
prospect. He says: 


“In the group of 8,000,000 new car buying families, we know from analysis of our 





MAN MARKETING CLINIC 
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YOUR ARTICLE “New Horizons” in the Au- 
gust issue (the last one I have received) 
deserves wide publicity and more than the 
ordinary praise. 


You have brought to the attention of at 
least a few the glorious enterprise of one 
busy man, that may be the means of bring- 
ing a life with hope to many who were 
ready to lay down the tools to a broken and 
hopeless existence just when they should 
really live. 


But the Man Marketing Clinic should 
receive greater and more widespread pub- 
licity. Your splendid article, if reprinted 
in pamphlet form, could do much to revive 
hope in the hearts of men in all commu- 
nities, everywhere. There must be hun- 
dreds of thousands of men who need the 
help this clinic offers. Employment agen- 
cies and newspaper “ads” soon pass up the 
man just a few years along the road, and 
especially is this true of the loyal worker 
with no great amount of unusual ability. 
Lets give a lift to these thousands who 
form the backbone of American industry. 


Having experienced the devastating panic 
of no job and no money, I feel the tragic 
urgency of this help, aggravated by the 
crippling competition of women who take 
men’s jobs. Tell me more about this clinic. 
How can I do my share to help extend and 
promote the work that so nobly begun? 


Norman R. Hughes, Newark, New Jersey 


Reporters Note: Man Marketing Clinic 
meets every Monday evening at 7 in Direct 
Mail Center. Anyone who wants to reprint 
article from August Reporter is welcome to 
do so. Sidney Edlund has prepared a 
manual for all those who want to start 
similar clinics in other cities. You are right, 
Mr. Hughes, it is a glorious enterprise. 











SINCERITY FOR OLD 
CUSTOMERS 


IN THE SEPTEMBER ISSUE of The Reporter in 
connection with a letter you analyze, you 
state that “Sincerity is the first essential 
of all letters; especially in letters seeking 


to regain old customers.” 


Enclosed is a copy of a letter which we 
use for this purpose which I believe an- 
swers this requirement; in any event, it 
brings a large percentage of replies and 
has caused much favorable comment. 


Ralph L. Harden 

Director of Sales 

The Mason Box Company 
Attleboro Falls, Mass. 


Here is the copy used on individually 


typed letters to old customers. 


“Every morning | write a letter to each 
new customer for that day—thanking him 
for his expression of confidence in us. It 


is a very pleasant task. 


Today. however, your name is on my desk 
This means 


99 


with the notation, “inactive. 
an old customer. a business friend, is no 
longer regularly placing orders. And _ that 


bothers me. 


Just that you no longer are a regular 
customer doesn’t help much. [Tm mighty 


interested to know why. 


If it is anv of the three reasons suggested 
below, wont you please check the correct 
one, refold and return this letter in the en- 


closed eny elope. 
. 


I would appreciate greatly your courtesy 
and helpfulness.” 
PLEASE CHECK 
(And return in the enclosed envelope) 


erere We now have no use for mail ship- 


ping containers, 


2.......We still have a stock of Mason 
Mailers. 
3.......Sorry Mr. Harden, “another fellow” 


has the business. 


eer Please send samples of No........ 


listed in the enclosed catalog to 


(name of individual) 


Reporter's Note: According to Jules Pag- 
lin. . . here is the weakest spot in most 
businesses. We forget to contact our old 
customers. After analyzing many direct 
mail set-ups ... your reporter agrees with 
Jules. So a loud hurrah for Ralph Harden 
and these who follow a similar system. 
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trade-in reports over a period of years that the available new car buyer keeps his car 
from 242 to 3 years. Therefore if out of these 8,000,000 new car buying families it is 
possible for us to select that group of owners which is most likely to be in the market 
for a new car during a current model year, we then narrow down our field of prospects 
for new cars to approximately 2,000,000 prospects and on this basis direct mail even at 
a cost of $40 to $50 per thousand becomes a medium which we need to consider. Our 
advertising messages must go to this prospect list and will in themselves draw to 
the dealer a certain percentage of the people reached. This percentage will probably 
be no greater in proportion to circulation than the number that will be drawn to the 
dealer by magazines, newspaper or other media. But the follow-up that is possible on 
direct mail advertising is one of the plus values that makes it profitable to us and to 
our dealers. It is not possible to follow-up a magazine or a newspaper ad. It is 
definitely possible to follow-up our direct mail messages.” 


Speaking of parts and service merchandising, he says: 


“Because our list of owners is definitely known for each dealer’s territory, because 
the list is a limited one, direct mail becomes obviously the lowest cost per thousand 
effective circulation medium that can be bought. Therefore we concentrate all of our 
advertising appropriation in this field on direct mail and recommend to dealers that 
they do likewise.” 


Speaking of truck merchandising: 


“We have the problem of reaching roughly 1,800,000 operators of trucks who own 
and operate approximately 4,000,000 vehicles. Experience teaches us that this list of 
1,800,000 total prospects divides itself into about 800,000 concerns who buy new vehicles 
and 1,000,000 concerns and individuals who buy used vehicles. When we of the Dodge 
management consider how best to tell our story to this list of 800,000 new vehicle 
buyers, we again must approach our problem from the standpoint of the lowest cost per 
thousand effective circulation. 


When we consider magazine: circulation and cost, we cannot project these costs 
against the full circulation of the individual magazines but must project them against 
a maximum total of 800,000 prospects. When we compare newspaper costs and circu- 
lations, we must compare them on the basis of the number of truck operators in each 
individual city that the newspaper covers and not against the entire circulation of the 
paper because our story will only be of interest to people who operate trucks. This 
same thing must be applied to trade papers, radio and outdoor. In the field of 
new truck selling direct mail compares more favorably from a cost per thousand 
effective circulation when laid down alongside of newspapers and magazines than in 
passenger car selling.” 


And now—here is some Dodge thinking about their House Magazine. 
We'll devote more space to this because it should be of value to all readers 
of The Reporter. 


“We figured out that if all present retail Dodge salesmen called once a month 
on only present owners of 1935-1938 Dodge cars, it would require seven calls per 
day per man. Which would leave little time for working on ‘hot’ prospects, demon- 
strating and closing deals. Salesmen on commission simply will not and cannot 
do such a job. If the dealer wanted to hire canvassers, the cost of doing a_ proper 
job would be prohibitive. 


We found the answer in the Dodge News. The Dodge News is first of all, interesting 
—16 pages of attractive features, striking photographs, humor, news, fashions, stage. 
movies. It is made interesting to every one in the family—because Dodges are family 
making him 
stand out in the prospect’s mind—keeping car buyers conscious of him and friendly 
to him. The dealer’s name on the first page identifies him as the sender of the 


cars. Dodge News also does an outstanding job of identifying the dealer 





magazine. At the bottom of the center spread, which is always devoted to a striking 
feature story of Dodge products, the dealer’s name appears again. 


The back cover page of the Dodge News is the dealer’s own. And we have gone 
a long way to make it truly local in effect and highly interesting to readers. 


Here the dealer features his new cars and trucks, his Dodge service, used cars 
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and trucks, any products or special services he wants to play up—even bargain 
prices, if he likes. Dodge offers him a wide variety of treatments for this back cover 
page. The dealer also has his choice of 120 specially prepared and illustrated service 
and products ads from which to pick three special ads per month—36 per year—changing 
his advertisements completely each month. 


Holding rigidly to the need for making the Dodge News interesting, first and 
all the time, we give readers the Dodge Car story and the Dodge Truck story in the 
form of feature articles, liberally illustrated. Personal experiences of Dodge owners, 
interesting news and information, Dodge products on unusual jobs and on tough jobs— 
the variety of Dodge appeal and its dependability and economy are forcibly brought out. 


That is the kind of a magazine the Dodge News is. Now let us see what kind 
of a job it is doing. 


This fact is significant. The Dodge News, now in its fifth year, started in February, 
1935, with 441 Dodge dealers sending it to 137,000 people. Today, over 2,000 Dodge 
dealers are distributing it to a half million prospects regularly each month—and this 
despite the recession that recently affected most activities. 


During the first four years of the Dodge News, dealers have distributed a total of 
17,729,159 copies—an average of more than 4,000,000 per year. And when you consider 
that every dealer using this medium pays out so much per copy for it on a cost-sharing 


plan with Dodge, you have pretty conclusive evidence that the Dodge News must be 
making them money. 


At the Dodge home office, we have noted, year after year, how the consistent use 
of the Dodge News results in increased dealer volume. 


We have direct evidence of the value of this medium. We go to our dealers 
regularly with requests for statements, reports on and experience with the Dodge News. 
Our files are crowded with replies that prove the Dodge News does these things: 


WHAT HOUSE MAGAZINE DOES 


1. Concentrates the dealer’s attention on his best market and spurs him to increased 
effort in it. 

2. Cultivates that market, builds good will and friendliness for both Dodge and 
the dealer. 


3. Paves the way for Dodge salesmen. Gets them more favorable receptions. 

4. Brings in callers and inquiries that lead to a profitable number of new car sales. 
5. Increases store trafic when new models come out. 

6. Builds dealer’s service business. 

7. Brings more Dodge owners in for regular service—keeps them in touch with 


dealer—prevents possible straying to hostile service people. 

8. Keeps Dodge owners informed and enthusiastic for Dodge. Makes them better 
boosters. 

9. Helps sell used cars and trucks, gasoline, oil, accessories, ete. 


10. Keeps prospect constantly aware of Dodge and dealer—and constantly appreciative. 


But Dodge isn’t leaving it to the dealer, only, to say how effective the Dodge News 
is. Dodge dealers see their side of the picture clearly. But there are two other groups 
whose opinion is just as important—even more important. 


TESTING READER REACTION 


To test the influence of the magazine thoroughly—as we test Dodge Cars—we 
wanted to hear from the Dodge News readers on deal mailing lists and, especially, 
from those of them who bought new Dodge Cars. 


Let’s take the second group. We sent a simple questionnaire to recent buyers of 
new Dodge Cars in different sections of the country. It made this one request of them: 
“Check below the form of advertising which most impressed you with Dodge extra 
value.” Below this, we listed Direct Mail, Radio, National Magazines, Newspapers. 


Replies came from'27 per cent of those queried. 
Dodge News ranked first in the local market with 22 per cent of the vote. 











TESTING ENVELOPES 


YOUR REPORTER should not mention “paper 
on Parade” so often . . . but that house 
magazine of Neil Powter (Howard Smith 
Paper Company, Canada) is so good, we 
have to read every word of it. 

Issue Number 45 had excellent review of 
Testing methods. We will quote only one 
section: 


ENVELOPES, too, offer possibilities for 
testing in the form of size, colour and mes- 
sages printed on the outside. An envelope, 
other than the conventional white, sticks 
out in a pile of mail. It may be colourful 
or of an odd size but still it is more inter- 
esting and will attract attention. Series of 
mailings call for variations to create new 
interest, so it will bear looking into to 
discover the combinations best suited to 
your service or product. For some reason 
or other the wording “Postage Enclosed” 
printed on the outside of an _ envelope 
(when it is enclosed) appears to help. 
Other phrases could be worked out which 
may be even more effective. 


THE BEST 


THE BEST of the periodicals that pass over 
my desk. 
G. W. F. 
ts te 

That was the short message scribbled 
on a memo pad, attached to a copy of 
The Reporter—and passed along to “the 
boss” in a big organization by a member 
of his sales force. “The boss” thought 
Your Reporter would like to see the memo. 
Manna from heaven. 


~] 











PHYSICAL FORMATS WHICH 
PRODUCE MORE 


PHYSICAL AND MECHANICAL FACTORS can 
force results upward, explained Leonard J. 
Raymond, President, DICKIE-RAY MOND, 


who cited the cases briefed here: 


PICA TYPE OUTPULLED ELITE 6.7% 
against 4.5% for Postage-Meter on 2500 
tests; 9.2% against 6.7% on 10,000 each 
Stromberg Electric on inquiry-getting copy. 

PICA AND ELITE WERE ABOUT 
EVEN ON ORDER-GETTING MAIL. Both 
pica and elite brought 1.12% each on 7500 
tests on a $1 item. On a $2 item tests 
of 6500 brought: pica .7%; elite .74%. 

A ONE-LINE FILL-IN plus fill-in on 
return card lifted results for one mailer 
by 50%. 

WING ON ORDER CARD emphasizing 
moneyback guarantee brought on a 10,000 
test, 2.4% compared with 1.5% without it, 
on a million run this meant $45,000 more. 

FILLING IN REPLY CARD on 11,000 
test for maker of baking shortening 5.4% 
came when card was filled in against 3.6% 
when not. 

REARRANGING EMPHASIS OF PAR- 
AGRAPHS IN <A_ FOLDER produced 
12% instead of 1%. 

SALES LETTER WITHOUT FOLDER 
drew 1.6% on 2500 test, with good en- 
closures 5.6%. although considered  ex- 
treme case. 

ON QUESTIONNAIRE LETTER, 
STAMPED RETURN ENVELOPE coaxed 
back 22.8% answers against 11% C.O.D. 
type. 

ok % % 

The above illuminating figures taken 
from excellent seven page report of D.M. 
A.A. Convention issued by Jim Mosely of 
Mosely Selective List Service, 230 Congress 
Street, Boston, Massachusetts. Wish we 
had room for entire report. Perhaps he 
can spare you a copy. 


ONE WAY TO GET A LIST 


A FELLOW who sells a service to tenants of 
ofice buildings showed your reporter a 


unique way to get a good up-to-date list. 


He sends a boy around to all buildings 
in his zone ... with a high speed minia- 
ture camera. The boy “shoots” the direc- 
tory in the lobby. After rolls are developed, 
film is projected in office and girl types 
the companies and individuals (where 
given). Not a bad idea. Camera boys have 
never been stopped. They do their work 
quickly and get out. 
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Radio received 27 per cent—but this included the tremendously popular Major 
Bowes national program as well as local spots. 
National Magazines receive 11 per cent and newspapers 10 per cent. 


Now, what about the rest of those prospects on dealer mailing lists—to whom we 
look for sales in months to come? What do they think of Dodge News? 


We asked them. We sent a questionnaire to 10,000 of them, taken from the lists 
of 1,000 dealers in 48 states. We asked them: 


Do you and others in your household read the Dodge News? 

Would you like to continue to receive the Dodge News (FREE, of course) ? 
Can you fill in the name of the dealer who sends you the Dodge News? 

Do you like the size of the Dodge News? 

What do you like best about the Dodge News? 


94 out of every 100 replies said the prospects wanted to keep on receiving the 
Dodge News. 


95 out of every 100 said they knew the dealer sending it—and wrote in his 
name. (Our questionnaire gave no clue to the dealer’s name.) 


89 out of every 100 said others in their household read the Dodge News. It’s a 
FAMILY magazine. 


96 out of every 100 said they liked the present size of the Dodge News. The 
Dodge News was recently changed from a 4-page publication, newspaper-supplement 
size to the present 16-page popular magazine size. This enabled us to increase greatly 
both the reader-interest articles and the dealer’s identification and advertising. 


The replies to the question, “What do you like best about the Dodge News, are 
illuminating. Of the replies to this question 





27 per cent liked the news and photographs of Dodge Cars. 

29 per cent liked the general news and photographs. 

5 per cent liked news and pictures of foreign travel. 

39 per cent liked everything, and said so in complimentary terms. 


Add together the 27 per cent who preferred the Dodge News and photos and the 
39 per cent who “liked everything”’—(including, of course, the Dodge propaganda) — 
and you have overwhelming evidence not only of reader interest but of the kind of 
reader interest that enables the Dodge News to do an outstanding job for dealers. 


WHAT ABOUT THE FUTURE? 


Mr. Poag’s closing remarks are significant—both for users and producers 
of Direct Mail. 


I have heard many critics of Direct Mail predict its use will decline. I have heard 
them say that the mail boxes are already so full of it that people receiving it are 
irritated and throw it all away without looking at it. I have heard that as this condition 
increases, public antipathy to it will become proportionately greater. 


And I don’t believe a word of it. I believe, and always shall, that if you mail a 
man or a woman something that interests them, they are not going to throw it away 
without looking at it. There may be a few who would do it, but most people will not. 


Our experience with the Dodge News proved this is true. The Dodge News, I 
presume, gets into those crowded boxes—if they are crowded. And it is NOT thrown 
away—and it IS read. We’ve shown you the proof. 


Other manufacturers in our manufacturer-to-dealer field know the same thing. 
And I have seen Direct Mail advertising used in other fields than ours—advertising 
that looked singularly uninteresting to me and, I would have thought, to others. And 
yet we have the proof that the senders of it can and do build profitable businesses 
on the returns from it. 


I am confident that, in the coming years, the use of Direct Mail advertising will 
show a marked increase in volume—and a marked improvement in interest and effective- 
ness. And the public, instead of being irritated with the congestion of their mail 
boxes—-on the contrary will be impressed with the wide-spread use of this medium— 
and will look to it more and more interestedly for the business news and information 
it carries. 
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THE ADVERTISING MAN WANTS FACTS 


Consider this case of a questioning advertising manager (name deleted 
for obvious reasons) : 


A member of our firm, connected with sales, is extremely partial to trade paper 
advertising,—of which we have done a lot in years past with virtually no traceable 
results. 

He claims, supported by the publication representatives, that trade papers must 
be the logical medium for us because the trade papers can show what they call 
“coverage —i.e.: they multiply their circulation by about ten, pointing to the “routing” 
slips. Also the publications talk about building “prestige”, keeping your name before 
the trade, and the life. They also point to the large wealthy concerns who use trade 
paper space regularly. 

The facts in the case are that our Direct Mail advertising is pulling like a house 
afire. Out of one list of 7,000 names we have obtained 1,800 requests for a new catalog, 
in just two mailings in last few months. Two other lists of 2,000 and 1,200 respectively 
have yielded proportionately. 

Our sales engineers report a good number of “live” prospects have resulted. Some 
sales have been produced but it is extremely difficult to credit advertising for sales on a 
specialized product like ours. It takes months to develop and create a “sale.” Sales 
run into several thousands of dollars each. Everyone of our direct mail names are 
-upplied by our field representation on special printed forms and must be good as to 
ratings, individuals names and initials, and reasonable prospects. We are at present 
building this list up rapidly in both quantity and quality. 

1 am not “dead set against” all trade papers but in our case I feel that the big 
emphasis should be on direct mail because we don’t have a mint of money to spend 
and I think it should be spent where it produces the most good. 

[ am just damn fool enough to want to see results from the money spent on adver- 
tising. I don’t care two whoops about “prestige” 
and “perhaps.” 


9.99 


advertising. I don’t like “maybe’s 


I am being told that we are “lost” if we should cut out advertising in a certain 
publication, and a lot of other boloney. 

Can you tell me of some concerns who have prospered without using much trade 
paper advertising? And who have used direct mail with good success? 

Can you give me any other data to help me defend myself and my company against 
the bee-yu-ti-ful fairy stories which are spun by some of the space salesmen? 


*% % *% 


Is that question full of dynamite? And for a publisher of a direct mail 
But I think this questioning is a fine trend. My advice to trade 
papers five years ago was .. . don’t knock direct mail, tie-up with it. My 
advice to direct mail producers . . . don’t knock trade papers, learn how to 
lie-up with it. Statistics show that about 34% of Industrial Advertising goes 
for direct mail and an equal amount for trade or business papers. So why 
scrap? We sent our questioner all the figures, gave him cases where budgets 
for direct mail were high . . . and some that were low. Why should space 
salesmen fight direct mail in this case when returns are better than 20%. 
Nor should those returns stop space advertising. Prestige and general pub- 
licity is needed to back up the salesmen. A good rule in all such cases might 
be: the larger the budget, the greater the percentage for mass (or field) 
coverage. The lower the budget, the greater the percentage in selected direct 
mail coverage. But remember, trade paper advertising would be a darn sight 
more productive if merchandised with direct mail. O.K., Judd Payne? 


magazine? 


ABOUT THE CONTEST 


August Reporter offered a $5.00 prize for best criticism and correction of a letter to 
tir up inactive customers who had received catalog. Judges have not yet made decision 


but quality of answers indicate that we should have more contests. Watch next issue 


lor announcement. 








MORE SLEUTHING NEEDED 


HOW IS YOUR SLEUTHING DEPARTMENT to- 


day? 
If you have an extra Sherlock Holmes 
WHAT? WATER 
HEATER IN 
? YOUR KITCHEN? ¢ | 


SURE, ELECTRIC WATER” 
HEATING IS AS SAFE, CLEAR, 
CAREFREE AS ELECTRIC LIGHT 
—JUST INSTALL IT AND 
, FORGET IT! 
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around, you might have him try to find out 
where I can go to look at an electric water 
heater. 


I should like to throw away my coal 
shovel. I should like to reduce my electric 
bill. And I certainly should like to have 
hot water for my shave every morning. | 
would not offer any objections to having 
my kitchen decorated as the one in the pic- 
ture. But somebody, who has spent plenty 
of money on photographs, drawings, etch- 
ings, good paper stock, and a_ two-color 
print job, has forgotten to tell me where I 


must go to see the darn thing. 


Then I suppose they will say that direct 
mail advertising doesn’t pay. 


O. R. Tripp, Treasurer 
The Ministers Life and Casualty Union 
Minneapolis, Minnesota 


Reporter's Note: Good four page folder 
No name and 
. or any inkling. Probably a 
syndicated folder for Public Utilities—but 
Why, oh 


folded again to self-mailer. 
address . . 


somebody forgot the imprinting. 
why, should such things happen? 


HITLER MARKED 


ON AN ENVELOPE received by your reporter 
from England ... hand written in large 
red pencil lettering in spot where Post 
Office cancellation appears .. . these words 


—TO HELL WITH HITLER. 


It gets attention! 



















































































SPEAKING OF LETTERS 


SPEAKING OF LETTERS—how is this for a 
record. 


More than a million copies of the en- 
closed three page letter have gone into the 
mails each year since 1931, without a re- 
vision or change of a single word—and it 
is still pulling as well as ever. 


At least two or three times a year since 
1931, new letters have been built and tested 
against this original letter, only to be dis- 
carded in favor of the original letter. 


I often carry a copy of this three page 
letter in my pocket and study it at my 
leisure, in an effort to determine why it 
continues to “stand up” year in and year 
out—but can never make a satisfactory 
diagnosis. 

Yours truly, 


J. E. Markus, President 

Varkus-Campbell Company 

Publishers of Educational Books and Home 
Study Courses 

3601 Michigan Avenue 

Chicago, Illinois 


Reporter's Note: Thank you, Mr. Markus, 
for this interesting history. Your three page 
letter is too long to print in The Reporter 
but that first paragraph “Will you give me 
a little information about yourself?” labels 
it in the successful formula class. Another 
company used that approach successfully 
for years. Your letter is all that a good 
mail order letter should be. It radiates 
Believability. 


THE THANKSGIVING MIX-UP 
HERE IS LATEST LIST of when the various 
states will celebrate Thanksgiving. For 
further information see August Reporter, 
page 25. 


Thanksgiving Nov. 30: 23 States—Ala- 
bama, Arizona, Arkansas, Colorado, Con- 
necticut, Florida, Idaho, Iowa, Kansas, 
Kentucky, Massachusetts, Minnesota, Ne- 
braska, Nevada, New Hampshire, New 
Mexico, North Carolina, Oklahoma, Rhode 
Island, South Dakota, Tennessee, Vermont 
and Wisconsin. 


Thanksgiving Nov. 23: 21 States—Cali- 
fornia, Delaware, Illinois, Indiana, Louisi- 
ana, Maryland, Michigan, Missouri, Mon- 
tana, New Jersey, New York, North Da- 
kota, Ohio, Oregon, Pennsylvania, South 
Carolina, Utah, Virginia, Washington and 
Wyoming. 

Both Dates—Texas. Undecided: Georgia, 
Maine and West Virginia. 
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A DIRECT MAIL LABORATORY 


During the D.M.A.A. Convention, YOUR REPORTER accidentally wandered into the 
Industrial Departmental just in time to hear one of the finest talks ever given at a Direct 


Mail Clinic. It was heard by altogether too few people ... so we give you the whole 


story—minus (unfortunately) the elaborate charts and cartoon drawings which illustrated 
each test. The time has come when all direct mail talks should be limited to this type 
of material:—“THIS worked; THIS did not work.” The time has come when all direct 
mail users should study and practice the definitely established formulas. So .. . read, 
keep and profit by this report submitted by David F. Beard, Sales Manager, Direct Mail 
Division, McGraw-Hill Publishing Co., Inc., New York. 


At the National Industrial Advertisers Association Convention there 
were many excellent talks and clinic discussions on such subjects as: 


Better Buying of Advertising Space. Testing Advertising Copy. Meas- 
uring the Results of Advertising Campaigns. Readership Surveys, and Recog- 
nition Studies. 


All of which had to do with making publication advertising appropria- 
tions more profitable—and selling the value of this space advertising to 
salesmen and to management. Because direct mail advertising is a sales tool 
which produces more tangible results in orders or inquiries, this part of the 
advertising appropriation has not forced most industrial advertising managers 
to use the same analytical methods. Possibly this is because the advertising 
agencies have not generally taken much active interest in the direct mail part 
of the programs, whereas the agencies have definitely been a factor in improv- 
ing the effectiveness of space advertising. Or possibly, it is because space 
advertising is in direct competition with all other space advertising, whereas 
direct mail advertising represents individual mailings which cannot be 
measured alongside of other mailings. 


The advertising manager today must study his markets; he must study 
the publications serving these markets; he must plan with care the schedules 
and copy he will use in the white space bought. But the same advertising 
manager all too frequently plans his direct mail program on a hit or miss 
basis as to frequency, timing, lists, copy and format—even though this direct 
mail advertising costs several times as much per contact. 


I want to make a plea for a more scientific approach to direct mail 
advertising; and I hope to be able to show some of the methods that can be 
used in this approach. 


Before taking you into our Direct Mail Laboratory, I want to use that 
old, timeworn phrase “But my business is different.” Which reminds me ol 
the Chinaman whose physician told him he must have his appendix removed 
and recommended two surgeons who had each performed thousands of appen- 
dix operations and are recognized in the medical world as tops on this par- 
ticular operation. “But,” said the patient, “have they ever removed an 
appendix from a Chinaman?” To him, his appendix was different, but the 
methods are the same. I believe the same idea holds true in this Laboratory 
which has to do with mail order selling—the most exact science of any form 
of advertising today. 


The McGraw-Hill Publishing Co. has 25 publications with a total o! 
over 450,000 subscribers. Our circulation department sells by mail ove: 
100.000 new subscriptions a year, from mailings of about 6,000,000 letters. 
This entails an expenditure of about $100,000 for circulars, letters, envelopes. 
crder cards, stuffers, etc. plus $60,000 more for postage. The average direc! 
mail campaign costs from $20 to $50 per thousand in the mail. This month 
our circulation department mailed about 750.000 letters which meant an 
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investment of about $25,000. This is big money—in good times or bad. 
We have to know in advance what returns we are going to get before we 
spend this money. And the only way we can do this is by test mailings. 


So we set up what we call a Direct Mail Laboratory. Before each mail- 
ing, several copy tests are made. Then on the big mailings, several tests are 
made of other factors—but only one variable on each test. For example, 
on a 50,000 mailing, 49,000 will be mailed exactly similar to the original 
copy test and on the other 1,000 a different colored envelope will be used 
to see what effect different colored envelopes have on campaign results. As 
a part of 750,000 letters mailed in a recent month, there were 146 different 
tests of 1,500 letters each. Most of these tests were on copy for each of our 
publications to determine future mailings, but many other variables were 
being tested and retested. 


Bear in mind that these tests apply only to our business. Another 
mailer with a different product and a different unit of sale might get an 
entirely different set of results. Many results de not hold for all of our 
papers. The results are constantly changing so that we have to keep retesting. 


And now lets go into this Direct Mail Laboratory and have a look at 
the results from some of these tests: 


|. THE LETTER, AGAINST CIRCULAR, AGAINST LETTER AND 
CIRCULAR 


In this first test we wanted to see which was the most important part of a mailing 
piece. We took the same letter, circular and card and mailed 1,000 with a letter and 
card only, another 1,000 with a circular and card only, and a third 1,000 test of a letter, 
circular and card. We found that the letter is far the most important part of any 
mailing piece—the letter and card produced 11 orders, the circular and card 3 orders, 
while the combination of the letter, circular and card produced 14 orders per thousand. 


This test has been proven in our laboratory and by most other mail order advertisers 
time and time again. If you are mailing circulars or broadsides without a letter, try 
a test of 1,000 with a letter on your next mailing. You are likely to find that it isn’t 
the elaborate or expensive printing that counts, whereas an inexpensive letter may 
double your results. The psychology is to attract favorable attention in the letter and 
to sell the reading of the circular for more details and proof. 


2. ONE-COLOR MULTIGRAPHING AGAINST TWO-COLOR 
MULTIGRAPHING 


We have found that the addition of the second color gives higher returns at a lower 


unit cost. 


3. MULTIGRAPHING AGAINST PRINT TYPE LETTERS 


Print type letters are produced on a letter press from monotype run through ink. 
The letter and letterhead are produced at the same time. They can be produced at 
about half the cost of multigraphed letters. On most of our offers, print type letters 
with a running caption produce better returns than multigraphed letters with a_per- 
-onalized fill-in. As a result of this test, we have had a number of manufacturers mail 
over our lists with print type letters with a running caption in color. And _ these 
mailings have produced fine results for these manufacturers. 


t. MULTIGRAPHED FILLED-IN AGAINST HOOVEN LETTERS 


Hooven letters produce a greater number of orders at a lower cost than multigraphed 
‘illed-in letters. As a result of these tests, we have come to the conclusion that as a 
seneral rule the multigraphed filled-in letter fools no one. If it is to go with a circular, 
you will get just as good returns with a print type letter with a running head. If you 
want to build your campaign around a personalized appeal, then go all the way and 
ise the more expensive Hooven letter. Incidentally, we have found that if you are 
ising a Hooven letter, be sure to have a fill-in in the first paragraph of the letter that 








WON HANG LOW 
ii + ff 
Chinese and Amaucan Restaurant 


BELLEROSE. LI.N.Y 








| 
| 
} 











ee 





SOME OF YOU might like to see this example 
of direct mail used by a surburban Chinese 
Restaurant signed “The Management” with 
rubber stamp. That slogan “The House of 
Floating Fragrance” is intriguing. Your 
reporter checked up in this case to learn 
that Won Hang Low is busy as all get-out. 
Shows that no matter what the copy is 
like, an interesting, novel appeal will get 
results. 


CARDS OR LETTERS? 


HERE Is copy of a _ multigraphed letter 
(filled-in and machine signed )— 

“The attached folder was recently sent you 
and in it we have tried to tell you about our 


products—(blank and blank)—as though we 
were in personal conversation. 


To date the mailing card has not been re- 
turned and we are curious as to the reason. 
Therefore will you please do us a favor and 
answer the questionnaire below using the en- 
closed stamped return envelope. 


Your co-operation will be very much ap- 
preciated.”’ 

A three item questionnaire (involving re- 
quest for salesman) was multigraphed at 
bottom of letterhead. 


We've been asked to eliminate name of 
company but here is report on case from 
Frank Hoxie of The Hoxie Company, Bos- 
ton, Mass. 


The letter, sent as a test to 1000, pro- 
duced a response of 38 plus percent. Then, 
to economize, a double government card 
was mailed to the balance of the list 
(5528). Response, so far, from this na- 
tional list is around 24%. Returns are still 
coming in. Information secured is valuable. 


It is interesting to note, however, that 
letters have so far out-pulled cards by over 
50%. 
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A MOUTHFUL 


YOUR REPORTER sat calmly in the audience 
at 'D.M.A.A. Convention when long, lean 
and lanky S. L. Banks, Sales Promotion 
Manager of The McCaskey Register Com- 
pany. Alliance, Ohio, started to speak in 
his whirlwind fashion. Not until I saw 
the manuscript could we tell for sure 
whether we were praised or damned. Here 
are the first two paragraphs: 


One red-hot August Wednesday brought 
to Ohio, The Reporter, with three pages 
covering Jersey City Mr. Dear’s editorial, 
“Much Mail Pure Junk”. If you missed 
that cagy caption—“Dear, Dear, Mr. Dear” 

and the talented manhandling of a ram- 
pant blast, you passed up a mouthful of 
printed, mid-summer’ conversation _ that 
packed a wallop. 


This reincarnation of our Direct Mail as 
junk opens the gates for some silver-tongued 
‘Bryan from this association of pure-bred 
junk dealers to erect a panegyric on the 
foundation laid—a glorification of junk. 
“Dear, Dear, Mr. Dear”’,—you choose your 
words with rare insight. A thrill comes to 
me in picturing our ironized battering rams 
glittering along side of “The Cross of 
Gold”. 


Then, followed case after case showing 
results of carefully planned preselling by 
mail. Much of this material has already 
appeared in The Reporier. (See page 22, 
July 1938 issue.) 


PUZZLES AGAIN 


YOU REPRINTED a wrong answer to puzzle 
in September issue. The boys actually 
paid $9.00 each. The car dealer received 
only $25.00—of that 3 x 9 equals $27.00 
and the difference of $2.00 went to the 
porter. The question is, of course, an ideal 
example of loose wording. 


Permit me to submit a puzzle in which 
there is no misleading question but which 
usually elicits a half a dozen wrong an- 
swers. 


Edward Lasker 
17 West 60th Street 
New York, N. Y. 


A man buys a $7.00 hat and gives the 
storekeeper a $20.00 bill. Being unable 
to make change, the storekeeper goes to a 
neighbor, changes the $20.00 bill and gives 
the customer his $13.00 balance. After the 
customer has left, the neighbor appears, 
states the $20.00 bill was phony and the 
storekeeper has to give him back his $20.00 
in good money. How much has he Jost in 
this transaction? Answer on page 14. 


12 














would not apply to any other concern. Otherwise, you are not getting the maximum 
value out of your letter. Also, never use an order card with a Hooven letter—it 
detracts from the letter. Instead, have the prospect O.K. an order form at the bottom. 


9 HOOVEN LETTERS AGAINST SUPER-PROCESS LETTERS 


The super-process or flat-bed letter is produced on a flat bed press through a ribbon 
with typewriter type. The fill-in is done on a typewriter using the same type and ribbon. 
This form of letter costs less than one-half as much as the Hooven letter and may be 
mailed under third class postage. We are finding today that the super process letter 
produces about as well as the Hooven letter and at a lower cost. For a personalized 
appeal we find today that brush script or pen script often produces the better results. 
This is where the individual’s name is boldly hand lettered at the top of the letter. 


6. TWO-PAGE LETTER AGAINST BOTH SIDES OF SHEET 


We formerly received better results using both sides of one letterhead. Today our 
tests are showing that the two-page letter gives higher returns at a lower cost.  Inci- 
dentally, this brings up the old question of how long can a letter be. Most of our 
campaigns use a letter of more than one page, indicating that if you can attract attention 
and build up the interest at the start of the letter, that they will read all the way 
through and then go into the circular. 


7. ONE-COLOR AGAINST TWO-COLOR CIRCULARS 


Our tests indicate that two color circulars produce far better returns at lower costs. 


8. ONE-COLOR AGAINST TWO-COLOR REPLY CARDS 


As a general rule, we find that the second color isn’t worth the extra expense. 
One-color reply cards produce just as good returns as two-color. 


9, AIR MAIL REPLY CARDS AGAINST BUSINESS REPLY CARDS 


We recently took a 60,000 mailing and mailed half with an air mail reply card, and 
half with a business reply card. At the end of the first week, we thought we had 
something—air mail was far ahead—but when all the returns were in at the end of 
the month, we found we had received just as many orders on the ordinary business reply 
card as on the air mail reply card. The air mail reply cards can often be used where 
you want to make a fast test—the air mail features will bring the returns back faster 
thus saving several days in determining the results. 


10. FILLED-IN REPLY CARDS AGAINST PLAIN REPLY CARDS 


Our tests indicate that the plain reply cards produce just as many orders. That is, 
if the man is sold enough to order, he is willing to fill out the order card—it doesn’t 
have to be typed for him in advance. You should not use a reply card asking for a 
salesman to call. Many mailings over our lists, which were designed primarily to 
invite the man to send for further information or a catalog, have added a second place 
for the man to check, asking for a salesman to call. Human nature seems to rebel 
against inviting someone to call and thus the primary purpose of the mailing was 
greatly reduced. 


ll. ORDER FORM AS PART OF MAILING PIECE AGAINST 
SEPARATE CARD ORDER FORM 


The results of these tests do not run even. On some, such as a simple one-page 
letter campaign, we have secured more orders by using an order form at the bottom 
of the letter instead of a separate order card. On campaigns consisting of a letter and 
circular, we get best results from the separate card. On such campaigns, however, we 
have found that the best combination is to have two order blanks—one on the back 
page of the circular, and a separate order card. The order form on the back page o! 
the circular will prolong the life of the campaign—indicating that the circular wa: 
saved for future action at which time the order card had been lost. 


12. FIRST CLASS POSTAGE AGAINST THIRD CLASS POSTAGE 


Postage tests fluctuate greatly. Before the depression we found that it frequent]; 
paid us to use first class mail—that we got more orders even though we had to spend 
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$20 per M more for first class postage. During the depression these test returns shifted 














and we are still finding that third class mail will produce just as good returns as first 
class mail, 


13. COMMEMORATIVE AGAINST ORDINARY STAMPS 


Until a few years ago when commemorative stamps became so numerous, we got 
more orders from new issues of commemorative stamps than if we used ordinary stamps 
even though you didn’t refer to the stamp in the copy. Today we seldom use stamps 
on our mailings. However, if you are using stamps on a campaign, it is well worth 
the extra effort to get commemorative stamps on a new issue. As an example, at the 
time of the celebration at Kittyhawk, N. C., commemorating the first flight of the Wright 
Bros., we used the commemorative stamps on an Aviation mailing with increased results. 


14. STAMPED AGAINST METERED POSTAGE 


Until recently most advertising men did not like metered postage. They insisted 
on using stamps on their mailings. Many mail order men today use two one half 
cent stamps, rather than a single one-cent stamp. We have seen a shift in our laboratory 
from stamps to the time when metered mail would produce as good returns as the 
stamped mail, while today we find that metered mail outpulls the stamped mail. This is 
due to the fact that more and more corporations mail all of their correspondence in an 
envelope on which they have used metered mail. Watch your own incoming mail at 
the office. 


15. DIFFERENT STYLES AND COLORS OF ENVELOPES 


Here your tests will not stand up. They will reverse themselves frequently. The 
one conclusion that we have been able to draw from a number of tests is that it pays 
to frequently change your envelopes so that your prospects will not recognize your 
material in advance. However, when you get down to actual colors, green is not better 
than white, nor white is not better than green. If you have been using a green envelope 
on your mailings, then at least for one or two campaigns you will get better results by 
using white or some color other than green. 


16. LETTERHEADS—STYLE AND SIZE 


These tests check out similar to the envelope tests. We know of no best style or 
size. It does, however, pay to occasionally change both the color, style and size of 
your letterhead so that your prospects will not throw away your material in advance— 
that they will give your copy a chance to be read. In many cases it pays to mail 
a campaign without any letterhead—to start your letter with your selling message and 
put your company name and address at the bottom of the letter. 


17. HAND ADDRESSED ENVELOPES, AGAINST TYPE 
ADDRESSED, AGAINST STENCIL ADDRESSED 


We use all three methods of addressing and our tests do not indicate any difference 
in the returns from the different kinds of addressing. 


18. COPY AGAINST LIST 


In addition to making mailings regularly over our own lists, we are constantly testing 
any likely outside lists. Our experience shows that the success of a mail campaign 
depends approximately 60 per cent on the list employed and 40 per cent on the copy, 
And yet many people often carefully prepairing their material will send their direct 
mail promotion over any sort of list. 


I fully realize that many of you, as industrial advertising men, are not 
making regular nor large mailings, and that you cannot measure the results 
as accurately as we are able to do in mail order selling. However, there are 
a number of tests that you can make. And you can adopt the principles of 
many tests such as these we have just seen—for we both are selling to the 
same man in his job. 

In our Direct Mail Division we handle several hundred mailings a year 
over our lists for all sizes and kinds of manufacturers. It is many times as 
hard to understand why some of the shrewdest and most successful adver- 
\isers with their publication space, completely fail to test their direct mail for 
themselves or even apply the proven rules in their direct mail advertising. 











RECEIPTS FOR MAIL 


“‘When persons or concerns present on behalf 
of advertisers or others bulk mailings of identical 
pieces of matter of any class and desire a certi- 
ficate showing the total number of pieces 
mailed, for the information of their clients, 
each mailing shall be accompanied with a 
statement, in duplicate, prepared by the mailer 
on Form 3606, setting forth the information 
provided for thereon. After verifying the num- 
ber of pieces mailed in such manner as may be 
most practicable (by the weight and ratio 
process, cancellation machine count, or other- 
wise), the original copy of the statement shall 
be certified by the postmaster and postage 
stamps evidencing the payment of the fee 
chargeable for such certificate shall be affixed 
to the certificate and canceled by means of a 
postmark after which the certificate shall be re- 
turned to the mailer, The duplicate copy shall 
be retained in the files of the post office. Such 
fee shall be based on the number of pieces 
mailed, as follows: 

No. of pieces Fee 
Not exceeding 200. ccccic cnn. cccccsssccsnees awh OC 
201 pieces to 1,000... L5e 
Each additional 1,000 pieces or 

fraction thereof — 


“If the nature of the matter mailed is such 
that the time consumed in making the count 
and issuing the certificate is, in any instance, 
longer than 30 minutes, the fee charged shall 
be based on such time actually consumed at the 
rate of $1.00 per hour. Additional certificates, 
5c each.” 








Reporter's Note: Producers and Users 
have been clamoring for this regulation for 
a long time. Now they have it. Every 
reputable mailing company should now at- 
tach a Post Office Receipt to invoice for 
the work. It will avoid all questions. 


GETTING SCIENTIFIC 

AT A PRIVATE LUNCHEON, staged by Leonard 
Raymond, during D.M.A.A. Convention, 
. . . Doctor Theodore H. Brown, Professor 
of Business Statistics, Harvard University, 
Boston, Massachusetts, revealed an amazing 
study. Some of you may remember that 
during the early day of The Reporter (May- 
June-July 1938) we carried a number of 
stories about the accuracy of tests and 
many letters from Hovde, Dugdale, Gould, 
etc., asking or stating a way to determine 
how many names you should test in order 
to be reasonably sure that on final mailing 
you would receive (within reasonable 
limits) the same percentage obtained on 
the test mailings. 


Well . . . Dr. Brown after a year’s work 
with Leonard Raymond’s assistance has 
worked it out. 


It is too complicated to discuss in The 
Reporter because it cannot be summarized. 
The only solution—if you are interested is 
to write to Dr. Brown and ask him for 
free copy of “Statistical Methods for Deter- 
mining the Size of Direct Mail Tests”. If 
you are interested in the accuracy of sample 
tests, work with Dr. Brown. Report your 
tests to him. Big mailers. will do so for a 
year ... to prove or disprove figures. Then 
final report will be issued. 
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SACRED COWS! 


PERHAPS IT SPRANG from Mutual’s frankly 
competitive birthright. Surely it wasn’t 
chance. 


Our programs had to offer “something 
different” to win the recognition of a na- 


tionwide audience. 


Just what that unconventional “some- 
thing” is—how it works—and why it works 
on Mutual for both listeners and advertisers 
—is the story we've told in the booklet 


attached! 


Robert A. Schmid 
Sales Promotion Manager 
Vutual Broadcasting System, Inc. 


New York. N. Y. 


Dear Bob: Your scrumptious 28 page. 
10” x 15” brochure takes the cake for 
subtle fun-poking at competition—and for 
appropriately applied humor. Your handling 
of contrast between stuffed shirt dignity 
and cartoon leaves us wordless. No use 
trying to describe it. We'll just show it to 
visitors to The Center. Wish the Direct 
Mail industry, or someone, could make as 
good a presentation for direct mail as you 
and your contemporaries do for radio. 


Congratulations, also, on your baseball 
direct advertising, delivered by a Western 
Union messenger dressed in a baseball uni- 
form. You would do that. The business 


world is so lacking in good showmen. 


6 
WE TAKE IT BACK! 
s 

EVERY TIME your reporter prints an item 
saying that direct mail is going to “pot” 
in some particular line of business .. . 
letters soon start arriving which contradict 
our claims (sh-h-h it is a good way 
to get good specimens). Sometime ago, 
we complained about the lack of color, good 


typography. etc.. in nursery catalogs. 


Now. we can hold up for all who visit 
The Direct Mail Center, a perfect specimen 
of good printing, good typography, good 
paper. good pictures, color and everything, 
produced by A. B. Morse Company, St. 
Joseph. Michigan, printers for John Scheep- 
ers, Inc.. flowerbulb specialists, 522 Fifth 
Avenue. New York City, with display and 
experimental gardens in Brookville, Long 
Island. The 9” x 12”, 88 page catalog is 
just about perfect. 


Answer to puzzle on page 12. Answers 
often given—$33.—$27.—$40. Real solu- 
tion—$13.00 and the hat. (What the crook 


got away with.) 
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REPORT FROM LONDON 


Your reporter cheered the birth this last June of a new Direct Mail 
Magazine called “Printed Advertising” published in London. First number 
contained illustrated article on nudes which we were saving to show our 
friends in the Post Office Department. The page was torn from book by a 
visitor to The Center. We wrote for another copy. All of you should enjoy 
the letter (opened and passed by Censor) just received: 


You can imagine that hostilities have pie’d our programme. We have had to move 
our offices out from London to Wembley and we shall have to publish our October issue 
very late indeed. 


You probably know that newspaper space is very severely rationed over here. The 
“Daily Express,” Britain’s biggest newspaper, normally a 20-24 page, 22” column paper, 
is down to 8 pages, and space is doled out very grudgingly to advertisers. You know, 
also, that petrol is rationed here and that rail travelling is not as pleasant as it was. 


Naturally, a good many businesses have closed down, but others still have goods 
to sell and there are plenty of people with money to buy them. This means that selling 
and advertising must go on. Even the firms that have turned over to war work realise 
that if they allow their names to be forgotten by their public they will be throwing 
away a goodwill in which they may have invested as much as a million pounds, or 
even more. Most of these firms realise that when the war is over—whether that be in 
six months or two years—they will be courting public favour again, and under conditions 
of severe competition, because everybody will be scrambling to get back into civil business. 


For this reason we anticipate that direct mail advertising will be used during the 
the war more than any other form, and I can already foresee some very interesting 
developments which I hope will make a paper such as ours not merely interesting, but 
vitally necessary. 


Here is just one detail. Advertising agencies over here who specialise in direct 
mail, and the advertising departments of manufacturers, have mailing lists which they 
have built up over many years and at considerable cost. The evacuation of the big 
cities has meant that these mailing lists have become out of date already, and new 
means must be devised of reaching consumers with a minimum of waste. I am working 
out a plan which I shall publish in my next issue showing manufacturers how they can 
use direct mail economically. 


The one snag that I foresee is that paper may be severely rationed. At present there 
is no shortage of paper but a Controller has been appointed and as it is the business 
of a Controller to control, we shall, no doubt, have some system of rationalising, and 
perhaps rationing. I foresee that the myriad kinds of grades of paper will be reduced 
in number to a series of stock papers. 


I obviously cannot now give you a more complete picture of conditions over here. 
I hope my next issue will do that, but I daresay you are watching events in Europe and 
that your readers will find it a matter of interest to know what is being done in the 
various branches of advertising. 


We here have great hopes of America. There has been a feeling in this country 
tor a long time that the English speaking peoples ought to be closer together. Naturally, 
the U. S. A. is chary of co-operating along these lines because she may have very little 
to gain but a great deal to lose, but we do hope that the U. S. A. as the greatest 
democracy the world has ever known, will at any rate give Great Britain her moral 
support in the difficult days that lie ahead. 


E. SEARLE AUSTIN, Editor, Printed Advertising, 


55, Clarendon Gardens, Wembley Park. Middlesex, England. 


Reporter's Note: Dear Mr. Austin: I hope that you will be able to keep 
your good publication alive and blooming thruout the war. If for any 
reason you are forced to suspend temporarily, let me know and I will try 
to supply your unexpired subscribers with copies of The Reporter . . . if that 


will help to keep you on top. 
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A REPORT FROM CANADA 


The Post Office Department in Canada has an Advertising Manager. 
His title is “Director of Public Relations Branch.” He finds out all about 
the uses of the mail . . . and he makes no bones about telling his “prospects” 
about the services of the Post Office. Here is an interesting letter from him. 


Upon his return from the Direct Mail Advertising Association Convention, Mr. Farrell 
of my office advised me that some enquiry was made during the talk by the Canadian 
speaker on the programme regarding the mailing lists issued by the Post Office Depart- 
ment of Canada. 


As a convenience to United States business men, particularly those with branches 
in Canada, you might be interested in publishing a reference to our name lists in your 
publication, The Reporter. 


For those who wish to reach prospects by name the Post Office sells Rural Directories 
containing the names and occupations of all heads of households in places not covered 
by private Directories. (We do not publish Directories for cities because they are 
invariably covered by Directories printed by private Companies.) Our Directories are 
published according to geographical units known as “Electoral Districts.” In this way 
there is considerable advantage to firms who wish to make geographical separations or 
restricted mailings within well-defined areas. The Directories are sold for a nominal 


fee—$1.25. 


In addition to the Rural Directories, “Number” Booklets are available showing the 
number of householders or boxholders receiving mail at any particular Post Office; also 
the number of patrons on each of the several rural routes throughout the country. These 
lists are of particular value to business men who wish to take advantage of simplified 
handling of mail addressed “Householder.” The “Number” Booklets are obtainable 
free of charge. 


We also publish lists “Names and Home Addresses of Summer Cottagers.” These 
lists are of particular advantage to firms carrying on seasonal advertising during the 
Summer months, as they furnish the Summer cottage address as well as the permanent 
home address. The price of these lists vary from $1.25 to $2.50, depending on the size. 


The Directories may be obtained through the local Post Office in each case or the 
Post Office Department, Ottawa, Ontario. 


I am enclosing samples of the Directories and booklets mentioned and perhaps they 
might be made available for examination by visitors to the Direct Mail Center. 


I regret that at the last minute I was prevented from attending the Convention in 
New York as, judging from the comments of Mr. Farrell, he was favourably impressed 
with the businesslike manner in which the Convention was carried on, as well as with 
the educational value of the lectures. 


W. J. TURNBULL, Director Public Relations Branch 
Post Office Department, Ottawa. Canada. 


% % % 


Reporter's Note: Dear Mr. Turnbull: Your list service is super-excellent. 
Samples you sent will be available to all visitors to The Center. And while 
we are praising your Post Office Department, I’d like to give a loud cheer 
for the beautiful series of folders you issued to promote the use of Air Mail. 
R. G. Anderson, Sales Promotion Manager of Curtis Lighting of Canada, Ltd., 
Toronto, sent them to me. Understand they were designed by E. W. Reynolds 
\ Company, Ltd., advertising agency, under the supervision of their Art 
Director, Mr. M. H. Hassell, who is now associated with the Walsh Advertis- 
ing Company, Ltd., Toronto. 


The air brush technique is striking and modern, and I hear they have 
made a big impression in Canada. They should. We've been trying for 
vears to get the U. S. Post Office Department to merchandise its service. 
Perhaps the excellence of your precept will some day win them over. 








A PEARL 


YOUR REPORTER received a special delivery 
envelope marked personal. Flap bore ad- 
dress “1300 Chestnut Street. Philadelphia”. 
(It was received and receipted during an 
evening meeting at Direct Mail Center.) 


Inside a letter, with a small packet. 
The letter: 


Enclosed in the little packet is a real 
pearl. Please accept it with our compli- 
ments. 


We hope it will serve to capture your 
attention for our $250,000 collection of Im- 
perial Cultured Pearls, the most valuable 
collection of cultured pearls assembled so 
far. It has been brought here intact from 
the World’s Fair. The necklaces have con- 
siderable aesthetic value. The graphic 
presentation of pearl culture holds scienti- 
fic interest. 


This collection will be on exhibition and 
sale, exclusively at The Blum Store during 
the week of October 23rd. We cordially in- 
vite you to view the collection. 


Sincerely, 


Maurice Spector, President 


The Blum Store 


Inside the packet (protected by cotton 
layer)—A PEARL. 


We believe that the exhibit should have 
been well attended. It is good showman- 


ship. 


GADGETS 


THE ULTIMATE in direct mail gadgets was 
reached when Gair’s, 218 Orange Street. 
Redlands, California (men’s  clothiers). 
mailed a folder to feminine list. Tipped— 
on Ist page, a stock color picture of at- 
tractive girl. Underneath “Be My Valen- 
tine? My heart flies out to you.” Open 
it—and out flies a little red tissue paper 
aeroplane shaped like a heart. One received 
by your reporter hit the ceiling. Tissue 
mounted on light metal frame and wire. 
Rubber band wound previously spins pro- 
peller which is also of tissue glued to stick. 
Inside under “He'll always be your Val- 
entine” a description of presents appealing 
to men. At bottom of folder this explana- 
tion: 


“P.S. If this little trick gives you enjoy- 
ment with your friends, we have more rub- 
ber bands for the asking. Wind the pro- 
peller about thirty times before putting 
in the folder and insert open end of the 
folder in the envelope.” 
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NO PATENT ON THIS! 


IN THE CURRENT ISSUE of “Baldwin’s Busi- 
edited by the ubiquitous 
William Feather. we came across the fol- 


ness Brevities.” 


lowing interesting memorandum relating 
to the “patents’ 
been discussing in recent editions of The 


> 


question which you have 


Reporter. 1 think your readers would be 
interested in reading Mr. Feather’s memo- 
randum, which I reproduce below: 


, ‘é oP] 
“We encounter lots of modern “patents 
and “patents pending” on tricky dual 

envelopes and order forms. 


A home-made combination envelope and 
letterhead is exhibited in the old Clinton 
Inn, now located in Henry Ford’s Green- 
field Village. 


The letter, dated November 13, 1832, is 
signed by John Quincy Adams and is 
addressed to Lewis Cass, governor of Mich- 
igan territory. Adams folded his letter to 
the proper size, glued it together, and put 
the address on a blank side. 


You can do the same without fear of suc- 
' ° 99 
cessful prosecution. 


Harry Fromkes, President 


City Title Insurance Company 
32 Broadway, New York, N. Y. 


Reporters Note: Always glad to repro- 
duce anything by Bill Feather, former 
publisher of The Mailbag. But I don’t 
> The patent 
situation seems to be simmering—but we 


know about that “ubiquitous.’ 


have a watchful eye peeled. We still see 
“patent applied for” or “patented” on di- 
rect mail pieces which have no right or 
reason to that title. Our advice is the 
same. Don’t pay any attention to them. 
I saw an ad in the Poor Richard Almanac 
(Philadelphia) headed “Peeping Tom” 
boosting the patented automatic postcard. 
Why they keep it up is beyond me—when 
it has been definitely established that the 
form was in general use years before the 
patents were granted. See The Reporter, 
page 13. September 1938 issue. 


. 
OPENING WEDGE 


ELMER pierce, Advertising Manager, A. 
Nash Company, Cincinnati, Ohio, sends his 
latest sales helps portfolio for fall of 1939. 
These portfolios go to Nash’s 2000 sales- 
men. Good idea... is that portfolio is 
titled “The Opening Wedge to More Sales” 
and is designed like a wedge. Book is die 
cut. Measures 151%” high. Is 914” wide 
at op, 6%” wide at bottom. Inside are the 
direct mail pieces, calling cards, novelties, 
premiums, list cards and other helps offered 
to salesmen. Well done. 
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SHOWMANSHIP WITH LETTERS 


Your reporter furnished a silver cup to the D.M.A.A. . . . to be awarded 
by Judges to campaign entered in Fifty Leaders Contest which used the best 
application of the principles of good showmanship. 


The Reporter Cup was won by The Philadelphia Record for their letter 
campaign mailed to 1,000 organizations who were prospects for advertising. 
Campaign started in January 1939. Mailings were scheduled weekly. Heavy 
craft envelopes were used to protect “gadgets” attached to each letter. Results 
were “beyond expectations.” Campaign was created by Julian G. Pollock 
Advertising Company and produced by C. E. Howe Company—hboth of 


Philadelphia. 


We give you... on the next four pages . 
letters. Study the headings. Study the copy. 
Copy is direct . 


. . sixteen of the showmanship 

Showmanship is appropriate. 
and convincing. 
Reporter Cup is in good hands. 


No further comment necessary. The 





Examine Letters Carefully 


IS THIS A GOOD LETTER? 


Multigraphed, blue ribbon, sent to Superintendent of Schools by The 
Onox Company, Inc., 121 Second Street, San Francisco, California. 


Dear Sir: 
Have you heard of California’s Onox Method? 


Today 59% of California’s high school cities with shower facilities use Onox mats to 
prevent Athlete’s Foot—5 years ago Onox mats were unknown—There’s a reason: 


The revolutionary Onox method is the satisfactory solution to this baffling problem. A 


Safe, Non-poisonous Skin Conditioner in sponge rubber mat does the work. Nothing else 
is needed. 


With 100% use of the Onox mats, Dean Johnson of the Freeport, Illinois High School 
reports 100% results: 


“Onox has cleared up many cases of Athlete’s Foot for us as well as tough- 
ened the feet of athletes and gym students. 


“Approximately 700 students, both girls and boys, step on our Onox mats 
each day and to my knowledge we do not have a case of Athlete’s Foot at this 
writing.” 


Why is Onox so efficient? 


secause it conditions the skin, making it unsuitable soil for 
fungus growth. 


The city of Detroit, Michigan, under Doctor Gudakunst, systematically checked six Athlete’s 
Foot remedies, each in a different school for a full semester. His report shows Onox heading 
the list with “a remarkable decrease of incidence of infection—apparently Onox excelled over 
the various chlorine preparations, sodium chloride, and another commercial antiseptic.” 

Would you like to save expense of further experimenting? Fill out the enclosed postal 
card. There is no obligation whatever on your part. It will be a pleasure to send you 
more evidence and my offer of 60-day test at no cost unless 100% satisfied. 

Yours for Onox Service, 
JAMES DE FREMERY, President. 
JdeF/KW 
Your reporter was asked the question in our heading. The letter printed 
above was first in a test series of four to develop inquiries for salesmen. 
Interesting is the fact that this letter mailed with a stamped return card 
pulled just under 10% inquiries. The part of list which received, in addi- 
. . r S) | . 
tion, a circular headed “The Fable of the Athlete’s Foot and the Tough Little 


Fungi” pulled 17% replies. 


This letter follows nearly all the best formulas—except for detailed 
description of product and the P.S. We refuse to criticize further any letter 


which pulled 17%. 
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PHILADELPHIA RECORD 


PHILADELPHIA, PA. 


f THERE ARB TWO PARTS TO THIS PUZZLE 


ees and they CAN be separated! But 
geparately, there is no puzzle! 


There are TWO PARTS to the Philadelphia 
market, and when used separately, you do 
not have a COMPLETE buying market .... 


For *half*® of the market is LIBERAL and 
the other *half* is CONSERVATIVE ... 


Both are important to your business .... 
both must be covered by your advertising 
if you want to reach the full buying 
power of the market. 


Coverage of one without the other is 
only half a job. THB RECORD alone is 
mot enough .... but it is your only 
means of reaching the LIBERAL *half’, 
because it is the ONLY LIBERAL newspaper 
publiehed in your market! 


That’s why it takes two newspapers to cover 
Philadelphia! Thset’s why one of them MUST 
be the PHILADELPHIA RBCORD! 


Cordially, 


#, 
i!) Keuhsuff 
Ad rtiging Direct 


PHILADELPHIA "“ECORD 


GROAR AND WOOD STFEETS 


PHILADELPHIA. PA. 


+++ LBT’S “SQUARE UP" THE FACTS! 


+e» BO ONE newspaper can cover ... or nearly cover 
os the Philadelphia Market! 


«ss no ONB newspaper can hope to appeal ... editor- 
fally or in make-up ... to every newapaper reader! 


»»« BVERYBODY does not read an evening newspaper ... 
no more than everybody reads a morning newspaper! 


BUT ... there’s a vast army of people ... living 
right in the Philadelphia Market ... who daily and 
Sunday read The RECORD ... more people, in fact, 
than the population of 98¢ of the towns and cities 
in the good olf U. &. A.! 


«es we've checked and double-checked them! We know 
how they live ... how many own their own homes ... 
how much rent the others pay ... what they do for @ 
living ... and HOW MUCH THEY SPEND! 


««» 8 call them "THE RECORD FPAMILY*® ... and believe 
us, it’s a pretty big piece of the Philadelphia Market 
++. big enough to make it highly profitable for you 
to go after your share of it! 


.». and the QUICKEST and LEAST EXPENSIVE way to get 
your share is: USE THE PHILADELPHIA RECORD! 


Cordially, 


Advertising Director 


. bor eee et es. 
ee et ath 
pe 


PHILADELPHIA RECORD 


BROAD AND WOOD STREETS 


PHILADELPHIA. PA. 


YOU ENOW IT AS A HAMMER ... BUT TOA 
MECHANIC IT’S A "BALLPEEN!* 


«+» and it’s eo great deal different from the garden 
variety of hammers! Yes, you can drive a nail with 
this kind too, but you can also do a great many other 
things with it that the ordinary bammer won't do! 


+++ Some advertisers think all newspapers are basic- 
@lly the same ... just a question of circulation! 
But those of us who have been publishing newspapers 
year after year, know there’s a distinct difference 
«>> ® Gifference that cannot be computed on a slide- 
rule! 


»ee & nDeOwspaper is more than so much ink, metal and 
paper! It is a personality ... a personality that 
appeals to certain people! Not everybody ... of 

course ... mo one personality can please everybody! 


+e» but the PHILADELPHIA RECORD pleases @ great por- 
tion of the Philadelphia Market ... people who go on 
reading The RECORD year in, year out, because they 
like it! 


~»+ that’s the RECORD FAMILY ... substantial citizens 
with money to spend! They read The RECORD because 
they like The RECORD! So it’s the "line of least 
resistance*® if you want to sell them your goods! 


-+» in fact, it’s more than that ... it is the QUICK- 
EST AND LEAST EXPENSIVE way to reach a very large and 
profitable section of the Philadelphia Market. 


Cordially yours, 


if J. Reukauff 
Advertising Director 


PHILADELPHIA RECORD 


BROAG ANO WOOD STREETS 


PHILADELPHIA. PA. 


S50 -- YOU’VE NEVER USED A SHOVBL! 


es» @ven so, it is a useful implement! You 
may never have handled one professionally but 
@ shovel is nevertheless a necessary tool. 


Likewise, it does not necessarily follow that 

use YOU don’t read a certain newspaper, no- 
body else does! The PHILADELPHIA RECORD might 
not appeal to you personally, but it does to 
HUNDREDS OF THOUSANDS of Philadelphians ... 
good, substantial people with MONEY TO SPEND 
for the things you have to eel1! 


That's the reason you should advertise i@ the 
PHILADELPHIA RECORD ... and that’s the ONLY 
reason! Of course, we're sorry if YOU don’t 
read the PHILADELPHIA RECORD, but quite frank- 
ly, we’re not worried about YOU ... it’s your 
business that needs The RECORD ... needs the 
patronage of the vast family of RECORD readers 
+s+ OM army of progressive people WHO WANT TO 
GRT AHEAD ... and are spending money to do it! 


++. ond the PHILADELPHIA RECORD is the QUICKEST 
and LEAST EXPENSIVE way to reach them! 


Cordielly, 5 ? 
j Q p | y 
} : U 
H, 0, Reukauff : 
Advertising Director 
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HERE'S A PERSONAL MESSAGE TO 
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THE “BRASS HATS" cece 


+ 


DO YOU "CHART YOUR COURSE* IN ADVERTISING 





OR JUST GUESS THAT YOU*RE HEADED IN THE 


a 
eee 
e ty 


Prenkly, we don't care what your own political preference 
is ee don't care if you voted DEMOCRATIC or REPUBLICAN 


last electiont 


But we do care ee. and so do you ese. how the many, many 
thousands of Philedelphians who voted SPEND THEIR MONEYt 


RIGHT DIRECTION ? .... 


* 


ae 
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The ekipper of every ship ... large or small ... depends 


ersonal «.. the individual 
on his compass to know where he is going. Political beliefs are purely p . 


right of people ... the very PEOPLE who form your MARKET! 


There ig a “compass direction® to go by in oe 
ecvertieing ... as sure to bring you to your desire 
destination as the compass does the ship ... 


And you must reach both sides ... both groups ... if you 
at att of the business this vast Philadelphia market holds 


for youe 
Your sdvertis 
&ivided today 
country ... i 


ing guide is PUBLIC OPINION ... sharply 
in Philadelphia as it is elsewhere in the 
nto *LIBERAI 


PIVE good news rs for you to choose from ... FOUR of them 
with : Settee sapnek to the "CONSERVATIVE" or Republican 
half of the market. 


OXE NEWSPAPER STANDS ALONE as your means of approaching the 


Both groupe are good, substantial citizens ... both 
"LIBERAL" or Democratic half «.- THE PHILADELPHIA RECORD! 


have money to spend for the things your store selis ... 
both are necess to the 1 f bu e 

nis psy piss mene ocd — So "space buying" in Philadelphia is reduced to simple ar- 
ithmetic ... YOU MUST USE THE PHILADELPHIA RECORD to appeal 
to the "LIBERAL® half of the market, PLUS YOUR CHOICE of a 
"CONSERVATIVE" papers 

Of course, you can use more than one "Conservative" paper 
if you wish duplication in this half of the market, but the 
fact still remains. 


If TAKES THE PHILADELPHIA RECORD PLUS YOUR CHOICE OF 
ONE CONSERVATIVE BKEWSPAPER TO GIVE YOU FULL SELLING 
COVERAGE OF THE PHILADELPHIA 
Cordially, 
H 2 ; 


Advertising Director 


An&4 out of FIVE good newspapers in Philadelphia, FOUR 

Sppesl to one of these two groups ... the “CONSERVATIVE! *® 
ONLY ONE PHILADELPHIA NEWSPAPER gives you the "LIBBRAL® 
appeal THE PHILADELPHIA RECORD! That's why we say: 





"IT TAKES TWO NEWSPAPERS TO REALLY 
COVER PHILADELPHIA ... AND ONB OF 
THEM MUST BB THE RECORD!* 


> 


Yo newspaper advertising schedule really covers the 
Philadeiphia market unless it contains THE PHILADELPHIA 


RECORD! 
Cordially, 
A} 
i% 


Advertising Director, 















PHILADELPHIA RECORD 


BROAD ANDO WOOO STREETS 


PHILADE 


nr 


LPHIA RECORD 


PHILADELPHIA. PA. ® PHILADELPHIA, PA. 





STOP and STUDY THE PHILADELPHIA MARKET PRFORZ 
YOU GO AHEAD WITH YOUR ADVERTISING PLANS .... 


TIGHTES-UP OF YOUR ADVERTISING 
POLICY AND ELIMINATE WASTE! 





















> a ad 
i.”  » 


The Philadelphia market has changed! It can no 
longer be moved to buying enthusiasm by the use of 
large space, indiscriminately placed in any news- 
peper! Effective methods of years gone by are not 
effective today! 





claim that coste-of-doing-bdusiness will remain 
. that it is up to business to find ways and means 

developing practical economies through the elimination 
duplicated effort, services, etc, 





Because the Philadelphia market has changed! It 

is no longer one large group of conservative think- 
ing individuals. It is today a DIVIDED market .., 
sharply divided because only “half* of Philadelphia 
is now "Conservative" ... the other half is out- 
spokenly “Liberal®! 


Costs high or costs low, we think it is a good policy at 
all times ... and no better place for you to start than 
your NEWSPAPER ADVERTISING! 











Aataghs) TWO KINDS-OF PEOPLE live in th ose 

= cotati wih g A pe ee yg yg And previous advertising methods, based on a single 
es PAPERS appeal to them; because they reflect either the Conservative" appeal, are today only half effective! 
te *a *Conservative” or "Liberal® point-of-viee! 


You must appeal to the “Conservative*® half of the 
market through advertising in a "Conservative" news- 


FOUR of these newspapers carry your message to the same 
paper. 


piece ... the “CONSERVATIVE* half of the market! 







And your appeal to the “Liberal® half of the market 


ONLY ONE newspaper appeals to the “LIBBRAL® half of the 
must be through a "Liberal" newepaper. 


market ... THE PHILADBLPHIA RECORD. 







Philadelphia today requires « BALANCED ADVERTISING 
JOB: the use of @ “Conservative” and « “Liberal* 
newspaper to reach the entire market. 


nd because both *"Liberals* and "Conservatives® have money 
spend for the things your store selle, you MUST eppeal 
tc both groups in your advertising. Thet’s why we say: 



















THS LISEAAL PHILADELPHIA RECORD PLUS YOUR 
CHOICE OF A CONSERVATIVE NEWSPAPER GIVES 
YOU SELLING COVERAGE OF THE PHILADELPHIA 


Out of five good newspapers, FOUR offer you the way 
to reach the "Conservative" half ... so take your 
choice! BUT ONLY ONE PHILADELPHIA NEWSPAPER GIVES 


MARKRT ! Pts YOU THE APPEAL TO THE "LIBERAL® HALF OF THE MARKET 
a .» THB PHILADELPHIA RECORD! Use THE RRCORD plus 
Yes! Elimination of duplicated coste ie wise economy. Hae: one ofher to get your full share of Philadelphia's 
And no better place to start than your own newspaper ake + business. 
advertising! ey 
Cordially, ae Cordially, 
ee ee te ee eee oe yt y . oe re BAF 


( 
Advertising Director Advertising Director 









PHILADELPHL A RECORD » 


BROAD ANT? WK rREET® 


PHILADELPHIA. PA, 


LAMPS ARB NO LONGER 


- 
3I 

Senin atin ian : 
BEST SELLERS*® ..... 


: we prefer electric lights! Today’s luxuries become 
tomorrow's necessities, for it is an American instinct to 
continualiy seek better ways. 


Philadelphia i8 mo longer a “one newspaper" city because 
Phiiadeiphia is no longer a “one party® city! 


"30 > Di ta Aal ow — : . : ‘ 
Today, © Fhiladelpaia buying market ia sharply divided into 
tw groups two separa trends of thought: LIBERALS 


} F eee § - % 
ark SOMBER! TT < . see 3 3 
| and CONSERVA iVES. AS customers, they look a@like, buy alike, 
a : - % 33 
es ~ ¥ 


Spend alik Put naturally, they r oad 1ifferent newspapers! 
Ws wwe ve Al x> gO EPS? ome MA ‘ > P $ . » 

re good news pape: ar svallable te supply your business 
With needed advertising in thie market. FOUR of them are 
admittedi d "Conse erva tive* eee ait telling the Same story! 
Only OXE NEWSPAPER appeal ¢ the Liberal 's point-of-view ... 
ouly ONE NEWSPAPER is available to carry your sto: ‘y to "half* 
of your potential market: THE PHILADELPETA RECORD! 















THE ADVERTISER'S ONLY PROBLEM IS TO SELECT 
THR IGHT cc INSERVATIVE PAPER TO USE WITH And that news Spa pe r is THE PHILADELPHIA RECORD! Your advertis- 
THE LIBERAL RECORD IN ORDER TO GET BALANCED ing schedule requires its use if you expect the full volume 
COVERAGE OF TES PHILADELPHIA MARKET returns for your business! Your problem is clear cut: 
WHAT CONSERVATIVE NEWSPAPER SHALL I USE WITH THE 
Cordially, LIBERAL PHILADELPHIA RECORD TO SECURE SELLING 
A : COVERAGE OF BOTH HALVES OF THE PHILADELPHIA MARKET? 
N. q. Keuheau 
Kavertising Didctor Cordially, 
4 y ec kauf 
Advertising Directér 
7. 7 wast 
~" Sea 
. sce 
——% “st 4 > +" > . i < 7 
PHILADELPHIA RECORD i PHILADELPHIA RECORD 
BROAD AND WOOD STREETS a4 BROAD AND WOOD £ 
. el ; 
PHILADELPHIA. PA. WE PHILADELPHIA, PA 
’ SSA 
OX 
dy, 
, 
7 YOU CAN’T USB AN ANCHOR 
IN ANY BUSINESS ... 7 WE CANNOT TELL A LIE --- 
YOU CAN’T USE THE RBCORD ALONE? 
You can’t drop anchor and wait ... business ... your business ¢ 
..» must either go AHBAD or go behind! There’s no better time to repeat an honest fact than 
: George Washington’s birthday! 
GOING AHEAD (which we are sure is the only direstion you are 
[- interested in!) means getting every dollar of sales out of your 
' market that you possibly can ... and DOING IT ECONOMICALLY! be THR RECORD does NOT cover Philadelphia completely ... 
La Most and we've never represented that it does! 
That means you mast do a BALANCED oo of advertising ... you ee 
must appeal as much to one side of the market as you do to the . 
other! id Neither does any other single newspaper competely 
Le Pe cover this vast market. That’s too much to expect 
ye! na today, the Philadelphia market is divided ... "LIBERALS" ra from any medium. 
aaa SCONSERVATIVES* form ite halves! So you should base your a 
newspaper advertising “selection accordingly! ‘ 
a But the PHILADELPHIA RECORD .... and only the 
FOUR OUT OF PIVE NEWSPAPERS in Philadelphia give you the iden- PHILADELPHIA RECORD ... does cover the Liberal "half* 
tical appeal ... to the “CONSERVATIVE” or Republican market. of the Philadelphia market, because THE RECORD is the 
at So you must choose ONE of them! only LIBERAL newspaper published in Philadelphia! 
PUT ONLY ONE NEWSPAPER ... THE PHILADELPHIA RECORD ... gives stew 
3 you selling appeal to the “LIPERAL" or Democratic half of the = And Liberals’ dollars sound just as good in your cash 
market! Sy registers as any other! 
The consiusion is automatic ... TO REALLY SELL TO PHILADELPHIA i 
ay Se ee te i eels Reta ne ee PLUS THE PHILADELPHIA RECORD {s your advertising approach 
YOUR CHOICE OF ONE CONSERVATIVE NEWSPAPER: to the Liberal "half® of the people you are trying 
S to reach. It must be included on any advertising 
T That’s a belanced advertising Job... and one that will drive siti schedule to get the fvll volume of sales this market 
your saiss in the nr pty ‘direction ... AHBAD ... economically! li holds for your business! 
Cordially, ye Cordially, 
"di bt ACM AM a Ge a 
y Advertiging Director ‘Adverts Sing Directo 
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PHILADELPHIA, PA. 
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PHILADELPHIANS THOUGHT FOR THEMSELVES 
WHEN THEY RANG THIS BELL IN 1776 















o.+s &nd they’ve been thinking for themselves ev since! 
is only natural that the birthplace of American Independe 
and Constitutional Rights should continue to enjoy *free¢ 
Speech and thought!” 


Bo it is not surprising 
market is sharply divide 
divided almost into exac 


to know that today’s Philads 
4 in thought ... and stran 
t *halves®. 


Whenever a market is so divided, accepted Ee de- 
mands an advertising appeal to both sides ... to take advantage 
of buying power of the entire market! Tha ‘? sa "balanced* 
advertising job! 








Your prospective customers in the Philadelphia market are all 
@®like in buying habits ... radically diff erent in thinking. 

The two groups ... Liberals and Conservatives ... have differ- 
ent points-of-view read different newspapers. 




















It becomes your ary to get your selling messages te both 

sides, and five od mewspapers are available for this purpose. 
UR of them anes you the Conservative appeal, so you have 

@® choice for thie half of the market. ONLY ONE NEWSPAPER 

appeals to the Liberal half of your market 
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PHILADELPHIA RECORD 


BROAD AND WOOD STREETS 


PHILADELPHIA. PA. 


PHILADELPHIA RECORD 


BKOAGD ANO WOOO GTREETS 
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PHILADELPHIA. PA. 


LUCK HAS NO PART IW GOOD ADVERTISING 


OR IN IT6 RESULTS .... 
LBT’S GO FISHING WHERE THE FISH ARE! 


- ye x 


¥ & 


a 


"Run the ad and trust to luck® was undoubtedly 

the underlying principle behind many expenditures % wee. that’s the rule to follow whether you're 
in years gone by. But increased costs of doing 3 fishing for fish, or fishing for business! 
business do not permit such a luxury today! > 


Yesterday's idea might have been: "Use every newspaper! * Aéverticers in the PHILADELPHIA RECORD are 

Today’s undoubtedly is: "Use only the newspapers necessary casting their bait for the dollars spent. by 

to carry our message to the market we must reach!* the LIBERAL “half*® of the Philadelphia mar- 
ket! 


ra ‘ag 
2 Pe’ oat 
BM had® nO 
re ¥ fe og 


; 


es 


* 


arate oa 
ats , a = 


delphie as a city is singularly fortunate in this 
et, for the advertisers’ problem is greatly simpli- 
Five good newspapers are available to carry the And here’s how the families that read THR 
age to the market. Selection among them depends on RECORD, spend money:* 
thoroughiy you want to cover the market! 


FOUR of these newspapers admittedly appeal to the *Conser- : ‘+. spend $10.000 and over r year 
vative" section of the market! There can be no Goubt that a po ,000 to $9,999 ao roe 
one of these newspapers is necessary for you to reach this 8.1¢ spend ,800 to $5,999 per year 
46.7% spend $1,800 to ,999 per year 

ONLY ONE newspaper appeals to the "“Liberal® seotion of the 19.4% spend $1,500 to $1,799 per year 
market! And there can be no doubt that oerer ee this it 8.6@ spend $1,200 to $1,499 per year 
group of pecple with money to spend, is equally rtant : 2.64 spend under $1,200 per year 
to your business. THE PHILADELPHIA RECORD is the Y ; — #1, wags 
newspaper that gives you this coverage. 

iicearte Suniinsiniliataite . ‘ THE RECORD is the only LIBERAL news r pub- 
So -- TER FHIL DELPHIA RECORD plus a Conservative newspaper sae lighed in Philadelphia! It is the Parert gers’ 
is the formula for a baianced advertising program, for your , sole means of approach to a tremendous volume 
business. of business! 


Cordially, : { Cordially, 
YE } 


NO Pahoa f HN 0 
) “Houser Survey ; 


Advertising Director 
Advertising Director 
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PHILADELPHIA RECORD A PHILADELPHIA RECORD 


BROAD AND WOOO STREETS BROAD AND WOOD srefetTs 


PHILADELPHIA.PA. ‘ PHILADELPHIA. PA. 


ONLY .4¢ ARE INTERESTED IN FIRE HELMETS : 
YOU CAN’T MOVE SAND WITH A PITCHFORK! 


roe tet, avy 
i vig « "5? » 
~~ «a fe 


r 


If you are interested in’ merchandising fire helmets, ; 

that’s all the coverage we cen give you! Because It’s the wrong tool for that work ... and 

only .4¢ of THE RECOAD readers are firemen! ; efficiency demands the use of the right 
re. tools for each job! 


a) 


A ot, ateare _ 
wie t “ 


But 96.8¢° of «11 THE RECORD’s readers are gainfully 
employed .... sre earning money ...,. hawe money to ie 
spend for the things you have to sell! = ee tay Philadelphia market is divided .., 
os , if” is CONSERVAT ++» “half” is LIBERAL! 
36.4¢ are Skilled Craftemen * Ana each half requires the right newspaper 
10.6¢ are Business Proprietors for resultful advertising returns! 
7.64 are Selesmen 3 
6.24 are Professional es 
O€ are in Public Service Use a CONSERVATIVE newspaper to reach the 
ars Uierice CONSERVATIVE “*haif* 
are Cask’ tied tahoe if* of the market ... 
are Exeoutives 
are Retired Use a LIBERAL 
awe Meenseteed eal?" of the rei ad to reach the LIBERAL 
ere W.P.A. oe 
.74 are loyed but Unclassified 


Ho Oc : 
5.2 Give Ho Ocoupation The PHILADELPHIA RECORD must be included on 
#100 ..0¢ “- any advertising schedule to really reach ALL 
° Philadelphia buyers .., because the PHILADELPHIA 


THE RECORD's market is the LIBERAL market of : epee dare LIBERAL newspaper published 


Philadelphia .... thet “half*® that thinks 
‘ 
LIBERAL and spends LIBERAL! vsgge re 


The PHILADELPHIA RECORD is the advertisers’ sole oS N} 
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means of appronch because it is the only LI 0 
vertising Director 


newspaper published in Philadelphia. 
Cordially, 


Ni Rechewff 


Advertising Director 
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“versatile 


is the word for 


STRATHMORE FAIRFIELD 


Versatile . . . adaptable . . . all-purpose . . . no matter which word you use, it describes 
Strathmore Fairfield . . . a Strathmore expressive paper designed to cover a whole wide 
range of printing demands. Substantial and dignified for the statement of an important 
bank .. . gay and bright for an envelope stuffer. . . fashion-right in a perfumer’s special 
letterhead . . . these are some of the uses which have built the popularity of Fairfield 


until it has become Strathmore’s largest selling printing paper. 


Strathmore Fairfield Vellum is truly moderate in cost . .. designed to bring you real value 
in a competitive price field. You can use Strathmore Fairfield for every-day printing... 


and yet deliver an outstanding result . . . with a modest bill. 


THE STRATHMORE FAMILY OF STAPLE PAPERS 


STRATHMORE FAIRFIELD STRATHMORE BOND 








STRATHMORE COVER STRATHMORE TEXT 


These papers are all in the low price, large volume field, but distinguished by high quality and excep- 


tional value. A group indispensable to profit-minded printers. 





ST p ATH Vi () Pp r PAPER COMPANY . WEST SPRINGFIELD, MASS. 

















Tie Your Mail on the Bunn 
Package Tying Machine 


@ Ties 20 to 30 Packages per minute. 


@ Ties all sizes tightly—no adjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way. 
double wrap the short way. cross- 
ing twine underneath package. 


W rite 
For Our 
Free Trial 

Offer 


_ ee - 


B. H. BUNN CO. 


7607 VINCENNES AVENUE 


CHICAGO, ILL. 


The country's 
WIDEST SELECTION 
OF MAIL BUYER- 
INQUIRER LISTS ‘for 
RENTAL ADDRESSING 


Will Guide 


YOUR Mass Mailings to 
preferred RESPONSIVE 
NEW CUSTOMERS to 
INCREASE YOUR SALES. 


A. 














All MOSELY List Recom- 
mendations are custom-built 
to fit your own special needs. 








Write in detail today to Dept. R-11. 


MOSELY 
SELECTIVE LIST 
SERVICE 


230 Congress St. Boston 


“"MOSELY has the LISTS” 
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HOUSEWIFE’S REACTION TO 
DIRECT MAIL 


Mrs. William B. Healy from Westchester County, appeared before a Consumer's 
Clinic at the recent D.M.A.A. Convention. And made a hit! Your Reporter gives a 
summarized version of her talk . . . sans samples. Her words of advice should not go 
unheeded. 


Here is an accumulation of the direct mail advertising which has come 
tc my home over a period of about six weeks. Much of it is addressed to 
me, some to my husband and several pieces to “Mr. and Mrs.” My husband 
really does get all the mail that is addressed to him. 


My mailman is somewhat responsible for my interest in direct mail. He 
is a well-informed fellow. Some mornings he will greet me with a cheery, 
“Good mail today, Mrs. Healy. I see your husband is on the road again.” 
At other times it may be, “Not so much this morning, just some ads and 
bills.” On one of these occasions he added, “‘Be sure to look in this one for 
you will find a little surprise,” and thus I was given a formal introduction 
to a letter from the William Wrigley Company. The surprise was in the 
form of three sticks of Wrigley’s gum packed in a neat folder and a letter 
giving me the names of ten local dealers who “will be glad to serve me from 
their complete stocks right on their counters.” 


Now [ do not want to give you the impression that I don’t open all of 
my direct mail advertising. Yet I will admit that lots of it never gets ver) 
far with me. It does, however, make the waste basket. 


As I understand it, you people prepare direct mail advertising. Perhaps 
some of you had something to do with some of the mail | have here. As an 
experiment I would like you to place yourselves in my position. I live in 
the suburbs. In the morning I’m very busy. First I get my husband off to 
work, then my boy gets breakfast and he starts to school. Now comes some 
early morning housework and in the middle of that the cheerful call of the 
mailman-—-unless an early bird selling those kitchen utensils “that every 
housewife really needs” beats him to the bell. 


Remember ... you are in my position. I get the morning’s mail—and 
look it over—first I open the personal mail from the family and friends. Bills 
are put aside until the first of the month—I hope—and the rest is right 
there—but I'm in a hurry. I want to get through with my work. Right there 
is where most direct mail meets its Waterloo. 


Perhaps you can't visualize this situation, but honestly, what would you 
do with some of the mail that comes in the envelopes used to carry it? En- 
velopes that don’t even measure up to good taste. You know the answer. 


Since I have had the assignment for this talk I have watched what has 
happened to the circular letters and folders that are addressed to my husband 
—and which he looks at just before dinner. That puts him in about the 
same situation that | am in in the morning when I get the mail. I have re- 
trieved every piece from the waste basket—much of it unopened—I’m sure 
for the same reasons. 


What is the matter with envelopes? I have said they don’t measure uy 
io good taste. 


For example, this envelope looks as though it was purchased at a fire 
sale. The ends have faded. There is a one cent stamp and above it a rubber 


(Continued on Page Twenty-four) 
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EASY TO UNDERSTAND... 
AND EASY TO OPERATE 


Mechanical explanations are usually so complicated. We recently con- 
ducted an interesting experiment. Twenty-five people (who should know) 
were asked “What is a VARI-TYPER?” The descriptions were vague and 
long-winded . . . unnecessarily so. 

How’s this for a short one? 

The VARI-TYPER is a TYPE writer with changeable faces and spaces. 

You all know how the usual typewriter works. Or do you? Each letter 
or character is securely soldered onto the end of a separate bar about as 
long as a pencil. Each bar is hinged. When you hit a key, a bar flies up 
and the character strikes the paper (through an inked ribbon). Hit another 
key—and up flies another bar. You cannot change the face of type on the 
end of those bars—nor can you change the spacing between the characters 
or lines. 





The Heart of the VARI-TYPER 


The VARI-TYPER is much simpler. Instead of all those hinged, indi- 
vidual type bars . . . the VARI-TYPER has all of its 90 letters and characters 
on a single removable curved plate which measures about 3 inches wide and 
which weighs only 1/5 of an ounce. (See illustration). When you strike a 
key, the plate simply swings around and an electrically-controlled hammer 
strikes the paper—ribbon—and type . . . to make the impression. If you want 
another face of type (such as italics or bold) you simply turn plate holder 
around. If you want entirely different faces—you slip out the plates and 
slide others into the holder. Five seconds for the change. What's more: 
vou can also change spacing between the lines and between the characters— 
by simply moving a small lever. 

The illustration on this page shows one of the type segments of ninety 
characters. But the illustration is DOUBLE the size of the actual, easily- 
handled plate. There are now available more than 300 such plates with 
different styles of type faces. 

And that is the reason why so many direct mail people are turning to 
the VARI-TYPER for sales letters, bulletins, folders, house magazines, price 
schedules, booklets, forms, etc. Many faces and sizes of type can be written 
on the VARI-TYPER—either for stencil or offset production. The VARI- 
TYPER will give your direct mail a new note of distinctiveness—and a dis- 
linct economy. Investigate it. 








REQUIRED BY LAW 


A SECURITY Exchange Commission Regula- 
tion makes it compulsory for all companies 
whose stocks are listed on the Stock Ex- 
change to file complete financial reports 

. including histories of firm, description 
of operations, etc. Many corporations now 
save thousands of dollars on this required 
printing by having these reports prepared 
on the Vari-Typer and processed by offset. 
The necessary copies formerly cost from 
$1500 to $3500 to set in type and print 
under SEC requirements. Now these jobs 
can be done for less than $500 by using the 
Vari-Typer. In one instance, American & 
Foreign Power Company saved $3500 by 
Varityping its report. Your broker can 
show you samples. 


TRAINING COURSES 


THE Refrigerating & Air Conditioning Insti- 
tute of Chicago, IIl., publishes a training 
course in the field that their name implies. 
Formerly their lessons were printed with 
type-set composition which cost them $2.70 
per page. They now use Vari-Typer Com- 
position at $.60 per page. Their estimated 
saving was $5000 during the first year of 
Vari-Typer operation. Total investment in 
equipment was only $1100. Equipment 
therefore paid for itself in less than four 
months. 

Incidentally: The Course in Direct Mail 
now being produced by The Reporter, is 
being composed entirely by Vari-Typer. 


GOOD LOOKING 
HOUSE ORGANS 


SPEAKING of House Magazines . . . Wirth- 
more Feed Company of Malden, Mass., 
issue one of the most attractive house maga- 
zines which reaches our desk .. . size 
6” x 9", 36 pages and cover. It is com- 
posed entirely on the Vari-Typer with 
photographic inserts and it is produced on 
their own Multilith. Editor R. P. Felton. 
Now in Volume 6, No. 8. See a copy... 
and you will see a smart example of the 
flexibility of Vari-Typer. 


WRITING TO SOUTH AMERICA 


SPEAKING of South America ... a large 
steel company recently produced a 500 
page book, leather bound, entitled “Manual 
de Alcantarillas y Drenaje” . . . composed 
on the Vari-Typer. We understand that 
this company saved $2100 on this one hard- 
to-do (but good-looking) job. There are 
Vari-Typer type plates available for many 
foreign languages. A Vari-Typer is now 
indispensable to anyone corresponding with 
foreign countries. 








MANUFACTURERS OF VARI-TYPER 





THIS PAGE IS A REPORTER-STYLE ADVERTISMENT OF THE 7 
RALPH C. COXHEAD CORPORATION | 


17 PARK PLACE, NEW YORK. N. Y. 
New 52 Page book of Vari-Type faces available without cost. Write for your copy today. | 

















HOUSEWIFE’S REACTION TO DIRECT MAIL 


(Continued from Page Twenty-two) 


































stamping about “Sec. 562 P L & R”—whatever that means. Very, very un- 
inviting. 





Here are some typical envelopes that made the basket . . . window 
envelopes. Window envelopes remind me of bills and since none of these 
bear the names of concerns I deal with they are not opened. 





Here is a crudely addressed envelope with the word “Personal” printed 
in the corner. How personal, I ask you? 


But they are not all bad. 





When envelopes are made of nice paper, neatly addressed and inci- 


We invite inquiries from dentally some color, they receive full attention for the contents. 
mail sellers who wish For a straight out and out advertisement I like the envelope from the 
to increase profits by: Olson Rug Company. No fooling here. Printed right on the front it says, 


“Don’t Miss the Biggest Value in Floor Coverings Today.” If I am interested 
in floor covering bargains I certainly would open it for more details. 





a: Renting lists of known mail 


buyers for their own use. 





Let us now explore some of the material that comes within the envelopes. 


ee Renting their own lists to First, I would give five stars to the Secretary of the Treasury, Mr. Henry 
other non-competing mail Morgenthau, Jr. I have several of his letters at home. They were opened 
sellers. and read and the enclosures have been studied carefully. They have been 


saved because we intend to purchase U. S. Savings Bonds—which are the 
subject of the letters. 


D-R Special List Bureau 


il - The letters look as though they were personally addressed and type- 
80 Broad Street — written. The stationery is nice and the letters have a sincere message and 











(Continued on Page Twenty-six) 


3-CENT JOB 


a = a Thousands of pieces of mail are sent at 

the one-cent rate, but only a handful of 
them do a 3-cent job because THEY 
LOOK LIKE THIRD-CLASS MAIL which 
too often means “into the waste har- 
het, UNOPENED ! © 


CURTIS POSTAGE REDUCER” ENVELOPES look 
like FIRST-CLASS MAIL ond thereby get more attention and 
better advertising results. 
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T sf n 342 Capitol Ave. 1000 UniversityAve. 1814 E. 40% St. 
| « MARTFORO $T. PAUL CLEVELAND 
GENTLEMEN: Send us samples of POSTAGE REDUCER Envelopes and tell us more about 


increasing odvertising returns. 
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FILTER HOUSE AND 
SETTLING BEDS 


. 


; These views partially in- 


dicate the Glatfelter 
water supply. From the 
mill filter plant drinking 
water is also supplied to 
the community. 





A Typical Page 


This is a typical page taken from the 
Glatfelter pamphlet—“A Short Course 
in Paper Making.” 


Here is a story you will want to have. It 
is not a full technical treatise, but a 
broad view of paper making, complete 
in continuity and essential details—a 
valuable book for those who wish to add 
to their general knowledge. 


A COPY WILL BE MAILED FREE to 
members of the Graphic Arts industry 
—25c per copy, postage paid, to all 
others. 


You can secure a copy by mailing this 
coupon to the: 


P. H. GLATFELTER CO. 
SPRING GROVE, PA. 


Manufacturers since 1864 of book. bond. 
offset, mimeograph and _ converting 


papers. 


P. H. GLATFELTER Co. 

Gentlemen, please mail me a copy of 
“A Short Course in Paper Making.” 
TOL e NE TOL TTI TOOT 


Business connection 
‘ mush be given) 


The Reporter, 1039 

















Where Else lan You Buy 


LETTER H EA D S Like this 
for $f 9a Thousand / 








Mail 


work. 


simile 





Ne matter 


we've designed or lithographed. 
head for an all-time low price quotation on quality 


SPECIAL 
COLORFUL XMAS 
LETTERHEADS 
to imprint with your 

own greeting. 


2 Designs — Actual sam- 
ples sent FREE. Fac- 


Send coupon for folder includ- 
ing suggestions for texts and 
treatments. Buy quantity of 
100 or more at our mass 


for prices; or let our famous ‘‘Letterhead 
submit a new and modernized design—F REE! 


where you are located, you can now enjoy 
mass production prices on lithographed letterheads and 
genuine offset printing. 


Send a Sample of 
Your Letterhead 


Clinic’’ 


your request for folder of famous letterheads 


Send your own letter- 


Or, ask our Art Staff (The Letterhead Clinic) 


me 


messages reproduced. 


production prices. 











Please 
prices 














City... 
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Addrs ss 


Universal Litho & Stationery Co., Dept. 210, 
4311 Diversey Ave., Chicago, Ill. 


to give you suggestions—-FREE of charge—on a new 
and modern design for your old letterhead. 

request and your sample letterhead--NOW! 
coupon, if vou prefer. It is easy to ‘“‘check’’ ¢ 


Mail your 


Use the 
and «mail. 






send the material I have checked below, with 


and samples of stock. 


a Folder of 28 samples of Colorful Christmas Letter- 
Lt heads with suggestions for business greetings, and 
prices in quantities from 100 up. 


fr Enclosed is our present letterhead, Quote prices 
Sl inn canetees 
= Have vour Clinic submit suggestions — without 

5 charge or obligation on the enclosed letterhead. 
SSE PE OT PE PE er eT mre Te ee eT 








HOUSEWIFE’S REACTION TO DIRECT MAIL 


(Continued from Page Twenty-four) 


it is simply stated. The opening word of this letter is “You”—I am addressed 
and the whole letter is directed to me. 


* % *% * 


Reporter's Note: See January issue, page 14, and February issue, page 
i2 for full story on this. 


With this particular letter there are two enclosures—a twelve page 
bouklet, generously illustrated and colored and a combination order form 
and return envelope. The booklet consists mainly of illustrations telling the 
story of Savings Bonds in graphic form. It’s easy to look at and tells a 
simple story convincingly. The order form and envelope gives complete 
details again,—all you have to do is to fill in the necessary facts and enclose 
your check. I get a feeling of efficiency from such a well put together letter 
and enclosures. I’m sold and will mail my check and order real soon. The 
whole mailing piece is dignified and even though there is plenty to look at 
and to read, my attention was held right through to the end. 


I would also like to say a word for a letter I have here from Delane 
Brown, the man from Maryland who sells “good things to eat.” His letter 
has a sincere ring because he uses a very “homey” style of writing. It lacks 
that commercial business-like style that so many letters seem to suffer from. 


Dear Friend: 


I would like to send to your home, with your consent, and at my risk and expense, 
a trial box of my delicious pure fruit preserves and jellies; a treat I am sure you will 


enjoy. 


These fine preserves are just as pure and wholesome as if they were made in your 
own home kitchen. The choice fruits and berries—fresh from the vines and orchards— 
were carefully selected and packed when the fruit was at its prime; fully ripened, sound 
and fragrant. Every bit of the true fruit flavor is retained by careful cooking. 


The Special Assorted Case which I have ready to send you contains two large 16 
oz. jars of each of the six varieties of preserves and two 8 oz. tumblers of the six jellies. 
\ whole shelf full of choice preserves and jellies at a surprisingly low price that is 
possible only because I have an established clientele who have been securing their sup- 
plies from me for the past twelve years. 


I will gladly send you one of these cases by prepaid express, entirely on approval. 
When it arrives, try your favorite variety. Notice the flavor of the wonderful straw- 
berries, how the whole jar is filled with fruit and no excess of syrup at the bottom. 
Note the tenderness of the peach and apricot and the tempting fragrance of the pine- 
apple. Compare them with any preserves you ever tasted! Yes, even compare them 
with those that “mother used to make.” 

Then, if you don’t think these are preserves and jellies at their best, send the box 
back to me, express collect. If you decide to keep the shipment, just send your check 
for $7.85 in 10 days to cover the whole assortment. 

The enclosed order form shows the varieties and repeats my liberal “pay-if-pleased” 
approval offer. Send no money with your order unless you wish to. Just mail your order 
to me at once in the enclosed envelope which requires no postage. Shipment will be 


made promptly. Yours very truly 
y; 


DB:MC DELANE BROWN 

P. S.: Two other enticing good-things-to-eat are described on the inside pages of this 

letter. Why not include a trial of them in the same order; and on the same liberal terms! 
D. B. 

I have a charge account at Altman’s and every once in a while I get 
some letter or mailing piece. Here is a typical one. It’s an envelope in 
which I found nine enclosures. Kach one different—and each one printed on 
fine paper. Notice all the variety. There are sample paper napkins, note 


(Completed on Page Twenty-eight) 
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Makes a STRIKING IMPRESSION Economically 


Everywhere it Goes 


Winsted Bond is so skillfully made by Rising artisans that its 
bright white. color and handsome cockled surface fairly deny its 
modest price. It is often called the best looking paper in its class. 


Where a rag content paper is not required, Winsted Bond is 
the practical, inexpensive choice—an impressive paper for adver- 
tising mailings and letterheads. It is a high grade sulphite bond, 
watermarked—and is available in white, in four weights and 


in a choice of six standard size envelopes. 


Ask your paper source for test sheets and a sample book 
giving complete line data, or write to 


RISING PAPER COMPANY e HOUSATONIC, MASS. 
@ 





Rising also makes Red Lion Text, Olde Quill Deckledge and Intra- 
lace for modern advertising use, and a comprehensive range of 
Bonds, Writings, Ledgers, Indexes and Wedding Papers and Bristols. 


WINSTED BOND 































































































Mc GRAW -HILI 


DIRECT MAIL 2. 


RIGHT NOW 


IS THE TIME TO MAKE YOUR 
MAILINGS — OVER LIVE LISTS 
WITH KNOWN BUYING POWER 


* 








For the industrial and trade advertiser, 
selections can be made by functions, in- 
dustries, size, location, etc. Hundreds of the 
leading industrial marketers use these lists 
exclusively for their direct mail promotion, 


* 


Many of the outstanding mail selling or- 
ganizations have for years successfully used 
these lists which include only men with 
known responsible positions in business. 


* 


TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


phone or write 
DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 
340 West 42nd St., New York, N. Y. 


— 











Opening through its own passage- 
way directly into Grand Central 
Terminal, the Hotel Roosevelt of- 
fers you perfect convenience on 
your arrival in New York ... And 
because of its location at the heart 
of Manhattan’s great mid-town sec- 
tion. it affords the same kind of 
convenience for all outside activi- 


ties ... Doubly handy and doubly 
enjoyable ... Large outside rooms. 


with both tub and shower- $4.50 up. 


HOTEL 
RROOSEVELT 
BERNAM G. HINES, Managing Director 
MADISON AVE. AT 45th ST., NEW YORK 


Direct Entrance to Grand Central Terminal 
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HOUSEWIFE’S REACTION TO DIRECT MAIL 


(Continued from Page Twenty-six) 


papers and colorful folders advertising everything from watches to blankets. 
I really enjoy looking these over and Altman’s get many of my dollars even 
though I don’t get down to the store. 


For a real DeLuxe piece, I like the booklet and letter delivered by a 
Western Union messenger which came from the Dellwood Dairy Company 
of Yonkers. The booklet stands out because of the beautiful illustrations 
which, with a minimum amount of text, tell a simple story about the Dairy’s 
Although I am sold one hundred per cent on my 
present dairy, I did go through the entire booklet with interest. Any concern 
that thinks enough of my good-will to put out such a fine piece of mail earns 
my attention and respect. 


products and service. 


I have another letter here that deserves mention. It is from the pub- 
lishers of Cue. One of their subscription clerks sold me a trial subscription 
on the telephone. A few mornings later I received this letter. 

“Tt was fine to have had your pleasant reaction to my telephone call this morning. 


“T feel confident that you will enjoy CUE throughout and that you will find our 
Theatre Ticket Service and section on World’s Fair activities particularly helpful. 

“IT have placed your order so that service will begin next week. A bill for your 
subscription is enclosed; it is payable on receipt of your first copy of CUE. 


“With much appreciation for your interest and courtesy.” 


I like it because it’s appreciative, it’s friendly and neat. I was surprised 
to get it because it is not very often that one gets a graceful acknowledgment 
of an order. 


That about sums up the highlights of all this direct mail advertising. 
The rest of it—letters, folders, booklets, etc., is most uninteresting. Most of 
it leaves me cold. There are plenty of fascinating things to say about any 
product or service and certainly you advertisers have the means to prepare 
an inviting piece of advertising that will interest a home audience. If you 
are willing to pay the cost of sending your advertising through the mail. 
spend just a trifle more to make sure it will interest the person to whom it 
is sent. 


And remember that women on a whole, I find, respond to good quality 
stationery and neat addresses. And [| like frankness—a letter that is purely 
commercial or one that carries out successfully the personal angle, to mix 
them is neither here nor there. 


You, or whoever sends out this mail, must feel confident that it is going 
to get attention and [ find that much of it doesn’t. Why not? Why doesn't 
it hit the mark? Simply because, in my opinion, it lacks interest. A friend 
of mine said she feels about most direct mail advertising the same as she 
does about a woman. The woman who lacks color, life, personality, doesn’t 
often get a second glance, and the same applies to lot of the direct mail. 


Perhaps you had better take some of your planned advertising home to 
vour wives, mothers or other lady friends for their reactions before giving it 
to Uncle Sam’s mailmen, who just help deliver it to our waste basket. 


Reporter's Note: Ruth Sanford at D.M.A.A. Convention suggested that 
a program should be designed for those who sell exclusively to women. There 
is a book on the subject: “Advertising to Women” by Carl A. Naether. Pub- 
lished by Prentice Hall in 1928. 


However, since it is claimed that women influence the purchase of abou' 
80% of the world’s goods, perhaps all direct mail should be planned to have 
the charm that would win approval from the women. 
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CANT HELP IT! 


SOME OF OUR frindly critics complained that 
we printed too many testimonial letters. 
We try to be moderate . . . but letters 
like these make _ the happier. 
healthier and wealthier. 

%* % x 


editor 


Please enter my subscription for one year 
for The Reporter. 1 am enclosing my 
check in the amount of $3.00. 
scribing to your publication on the recom- 
mendation of Mr. S. L. Banks, Sales Pro- 
motion Manager of the McCaskey Register 
Company, Alliance, Ohio, who assures me 
that The Reporter is the finest and most 
practical direct mail publication available. 


I am sub- 


D. R. Bixler, Maryland Casualty Company, 
Baltimore, Maryland 
x ts x: 
without a second’s hesitation, | 
okayed the renewal subscription to The 


Reporter and handed it to our Treasurer. 


. and, why not? I consider it one of 


our best investments. Your magazine has 
given me ideas and many minutes of en- 
joyable reading! Keep The Reporter com- 
ing for another year. 

J. S. Meyer, Asst. Vice President, W. A. 
Case & Son Mfg. Company, Buffalo, N. Y. 


% a * 

Enclosed is our check for $3.00 and a 
year’s subscription to The Reporter. This 
is not only in appreciation of the excellence 
of The Reporter itself, but for the recog- 
nition given The Nebraska Alumnus. 

E. F. Du Teau, Secretary, University of 
Nebraska 


Nebraska 


Alumni Association, Lincoln, 


% ca ae 


If you ever stop sending me The Re- 


porter Vll have the sheriff after you. Next 
time if I don’t get my check in soon 
enough, you can send the same. sheriff 


after me. 

Seriously, your magazine is good and 
getting better every issue. 

A. H. Anderson, Anderson’s Advertising & 
Mailing Service, Waukegan, Illinois 
bs % * 

Well here is my Three Bucks, but let me 
tell you that it is the biggest bargain I 
Right NOW time is precious. 
Morris Eisenberg, The Fordham Press, 412 
East 189th Street, New York, N. Y. 


ever bought. 









ADVERTISEMENT 


THE REPORTER is the only magazine de- 
voted exclusively to the whole field of 
Direct Mail. The subscription price is $3.00 
for a year of 12 issues. If you like THE 
REPORTER—read it regularly—and recom- 
mend it to your friends. 
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It's the new, enclosed Ediphone for 
your desk. A beauty to look at! 
Compact as a box of candy! Believe 
it or not, this complete Ediphone 
takes up less desk space than a sheet 
of regular 8'2"x 11" business paper. 
Think of that! It’s another achieve- 
ment of the “house of miracles”— 


the Thomas A. Edison Labora- 


tories. 


EDISON 


SAY IT TO THE 








t Dept. R10 

















Name 





Thomas A, Edison, Inc., West Orange, N. J. 
Gentlemen: — 


( ) The booklet “Don’t Work So Hard” 
( ) Atrial of the new desk Ediphone 





4X IV miracle. 


It's a cinch to use—easy as the 
telephone. You'll get out letters in 
20% to 50° less time. But that’s 
only half the advantage of this new 
time-saver. Viemos, notes, dates. 
instructions, ideas are recorded as 
you think of them. Details disap- 
pear like magic. Your mind is left 


free and clear for the real business 


problems. Try one on your desk. 


P 





hone 


OIlCEWRITER 









I want — 
















City 


Company en 





State 








Completely enclosed —dustproof 


( In Canada, Thomas A. Edison of Canada, Ltd., 610 Bay St.,Toront: 
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URLAND PRINTING CO., INC. 
will lithograph your booklets, 
catalogues or broadsides on 
coated paper. You will get sharper halftones, 
black or color that cannot be equaled on 
regular finish offset paper. This is not a new 
experiment, but rather a service we are 
rendering regularly. 

Call BEekman 3-7060, and let a Burland 
representative show you this superior work 


at reasonable prices. 


BURLAND PRINTING ¢€ 


Lithographers and Printers 
> ROSE STREET . Ea ae 6°): d SSE | 

















ACTUAL SIZE 


1% x | 3% ee 


GENEROUS 
SAMPLE PACKET 
~ §& 528 idea ‘‘Wandibook” FREE 


Mw RITE TODAY 


145 EAST 25th STREET = © —_ NEW YORK WN. Y. 
SINCE 1914 


s ‘ " Abs 


Bow 


Roll Call 
NOVEMBER 11-30, 1939 


Your Memberships Given NOW Assure: 
Care for needy veterans; aid to war suf- 
ferers; nutrition guidance; first aid train- 
ing; braille for blind; disaster relief; home 
nursing; life saving. 


Send memberships to 


NEW YORK CHAPTER 


American Red Cross 
315 Lexington Ave. New York 
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HOW POSTAL LIFE GETS 
ITS BUSINESS 


The growth of POSTAL LIFE & CASUALTY, Kansas City (MO.), from 
22,000 policyholders in 1929 to over 200,000 now, on a $3.65 policy, (with 
over a million dollars paid in claims), through direct mail, was outlined by 
John W. Walker, vice-president, in a brass-tacks talk. He stated sales for 
1939 far ahead of any previous year, not from low-income, but the higher 
grade of income, position and social position levels. 


The first letter ever used still is the “best puller,” even though dozens 
of others have been tried, he added. It pulls for POSTAL, but not for other 
insurance users. He prefers a general list of quality persons WHO ARE 
ACCUSTOMED TO BUY BY MAIL; mature, settled MEN have the prefer- 
ence. Good lists are covered once a year. A study of 25,000 policyholders 
showed 58 occupations with salesmen first, farmers, second, merchants, next. 
physicians, realtors, students, teachers, clergy, bankers, in that order. Lists 
are obtained from letter and list brokers, directories and auto list concerns. 
Direct mail has been far more successful than newspapers and radio. He 
warned against being misled by low-cost inquiries—what counts is cost of 
closures. He mails 5 to 6 million mail pieces a year. 


January and February are his most successful prospecting months, with 
June, July and August ordinarily next, October and November good, Sep- 
temper-April-May slow. The prospect pays return postage in answering, 
receives a steady followup. Renewals run 80%. He uses 10% of a list for 
atest. If the test is satisfactory, he uses the rest of it or, if large, he retests. 
He gets over half of his replies from a mailing in about 10 days. 


Reporter's Note: Another brief report of D.M.A.A. Convention highlights 
taken from excellent review issued by Jim Mosely of Mosely Selective List 
Service, Boston, Mass. 


MORE INFORMATION ABOUT 
SOUTH AMERICA 


As a careful reader of your publication I was especially interested in the article on 
“Direct Mail for Latin America” in the September issue. The reason is that the Central 
YMCA College was instrumental in establishing, about two years ago, the Good Neighbor 
Forum which is devoting its energies to establishing better understanding between this 
country and the South American republics. 


My particular reason for writing, however, is to call to your attention a bibliography 
of books and articles dealing with the various South American countries which has been 
prepared by the Good Neighbor Forum. This booklet is available from us to anybody) 
at 15c a copy, prepaid. 


This booklet and the work of the Good Neighbor Forum are so closely related to 
your investigation of South America that I thought you would be interested in them. 


R. D. DIBBLE, Promotion Manager, Central YMCA College, 
19 South LaSalle Street, Chicago, Illinois. 


Reporter's Note: Always glad to get additional information about thes 
hard to find subjects. Chicago direct mailers who want to reach South 
America are fortunate in having The Good Neighbor Forum so located. 
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Put This in Notebook 


We have just received a long letter from Randolfo L. Molina, 7 Elisa 
Serra Street, Stop 1514, Santurce, Puerto Rico. 


He will be glad to correspond with anyone wanting mailing lists or 
further information about South America. He states he can handle transla- 
tions and mailing procedure. He, too, believes that trade between the Amer- 
icas will expand rapidly and that direct mail contact will become increas- 
ingly important. 

% % + 

Item picked up at D.M.A.A. Convention. Direct Mail to South America 
should understate rather than exaggerate. Our southern neighbors inclined 
to be skeptical of enthusiastic American Advertising. 

*% *% *% 

Also add to information about Canada. Canadians like to see “printed 
in Canada” on their advertising. American advertisers should consider hav- 
ing Canadian solicitations printed in Canada. Also—where possible—good- 
will can be strengthened by accepting Canadian money at face value. 


Cold SELLING Talk 


We like the way Westinghouse Electric handles the problem of educating 
dealers and salesmen to the right talking points for their products. Cold 
SELLING Talk is a four page bulletin issued by Educational Division. Bul- 
letin 4, 1939 Series discussed “White Micarta.” 


a model which could well be followed. 


The copy on first page is 


THE PROBLEM 


In any household refrigerator, the door presents one of the trickiest construction 
problems: 

l. I 
I 
I 
I 
I 


— 


must be LIGHT, because women operate it. 

must be RUGGED. It is slammed on the average 16,000 times each year. 
must have a GOOD APPEARANCE. 

must be EASY TO CLEAN. 

must provide EFFICIENT INSULATION AGAINST HEAT. 


oe gE ce EE oe ol 


2. 
3. 
4 
>) 


—_ 


THE IDEAL ANSWER—EXCLUSIVE WITH WESTINGHOUSE 
Micarta has always been regarded as a goal toward which to work. Now, that goal 
has been achieved! 
Micarta is ideal, because: 
It’s LIGHT; half as heavy as aluminum. 
It’s STRONG; stronger than cast irou, 90% as strong as aluminum. 
It WEARS WELL. 
It's EASY TO CLEAN. 
It’s a HEAT BREAKER; six times as effective as porcelain-on-steel. 
It’s ACID RESISTING. 
It WON’T CHIP. 
It WON’T CRAZE. 
It WON’T CRACK. 
It WON’T FLAKE. 
It's BEAUTIFUL AND PERMANENT. 


Westinghouse gives all the sizzles for use in selling—but they make the 
telling interesting. Other three pages devoted to pictures with short descrip- 
tions—illustrating uses and advantages of Micarta. 
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Tumrers Falls, Mass. 






CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 








ADVERTISING AGENCY 





Sell your product through agents, mail or- 
der. We show how. Martin Advertising 


Agency, 171P Madison Avenue, New York. 





AD WRITER 





Classified ads that arouse action-interest in 
your proposals, $1 each. Send data with 
the dollar. Jed Scarboro, Maplewood, 


_ 





CAPITAL TO INVEST 





$2.000—Available for investment. Mail- 
order business preferred. Partnership or 
outright. Send along details. Box 105, 
Reporter, 17 E. 42d St., N. Y. C. 





EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs. Typewriters. Write for list of other 
bargains. Pruitt, 69 Pruitt Bldg., Chicago. 





FOR SALE 





PITNEY BOWES permit and sealer Model 
A. Capacity approximately 10,000 per hour. 
Price $75.00. Modern Addressing Equip- 
ment, 611 Broadway, N. Y. C. 





HELP WANTED 
Young man or woman, intensely interested 
in mail selling, to serve apprenticeship lead- 
ing to self-direction in quickest time in 
small firm. Typewriting knowledge essen- 
tial, plus faculty for consistent “grind” in 
slow-selling field. Give complete history, 
including your school achievements or 
otherwise. Send samples your wérk. Per- 
manent job in New York. Box 101, Re- 
porter, 17 E. 42nd St., N. Y. C. 





HOUSE MAGAZINES 
500 TWO COLOR House Organs $10.00; 
1M, $15.00. Brings new customers, devel- 
ops present accounts. Your ad on front 
cover. Positive results. Get samples. 
CRIER PUBL... 1840 E. 87th St., Cleveland, 
Ohio. 





LETTERHEADS 
MY ANALYSIS puts individuality in your 
letterhead. Mail yours with two dollars to 
Fred Scheff, Author “Letterhead Design and 
Manufacture,” 68 Nassau Street, New York. 





MAILING LISTS 

Ask for our Catalog of Mailing Lists, 6,270 
different classifications listed; number in 
each and price shown. If interested, ask 
for our Stockholders and Bond Buyers 
Price List, 1,600,000 Stockholders in over 
1,000 corporations. TRADE CIRCULAR 
ADDRESSING CO., Inc., Established 1880. 
21914 West Madison Street, Chicago, Tlli- 
nois. Franklin 1182. 


34. 





Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc.? We have 
complete mailing lists covering these 
groups and allied Professions. Our lists 
are on stencils—the service of addressing 
your envelopes can be bought for as little 
as $2.00 per thousand. 
@ 100% Accuracy Guarantee 
@ Prompt Service 
@ Dependability 

—ADDRESS— 


Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 














MIMEOGRAPHED TYPEWRITTEN 
LETTERS & PRICE LISTS, ETC. 


EXPERT TYPEWRITTEN REPRODUC- 
TIONS, LETTERS, PRICE LISTS, ETC. 
100 copies, 84% x 11, $1.00. Additional 
hundreds 20c. Includes paper! LETTER- 
SHOP, Dept. R., Cedar Rapids, Iowa. 





PHOTO OFFSET 
PHOTO OFFSET 2 colors 1 side, 1 color 
other side, size 6 x 9, $3.50 per M (Mini- 
mum order 5M). Write for samples. Na- 
tional Superior Program Co., 333 W. 52nd 
. . ¥s G 








POSITION WANTED 
RETIRED POSTAL Clerk, 58 years old. 
Not incapacitated. 32 years N.Y.G.P.O. 
desires employment in Mail Room. B. 
Lavinger, 1675 East 21st Street, Brooklyn, 
New York. 


SUPERVISOR of Correspondence and/or 
Advertising Manager. A young man who 
knows how to plan resultful campaigns 
and then write letters that change the in- 
quiries into orders! Interested? Write 
for proof. Box 102, Reporter, 17 E. 42nd 
St. N. Y¥. C. PS. Salary—$5,000. 


SALES PROMOTION MAN: Selling is my 
job. One sales manager says, “He knows 
how to sell.” The other, “He has good stuff 


in him, and he gets it out.” Been in my 
own business and out of it—with a profit! 
Am young, 25, now selling direct mail. 
Want to live with a promotion or sales cor- 
respondence job demanding fundamental 
sales training, imagination, and the ability 
to make the English language hit straight 
and hard. The job I want won’t be soft, 
nor does the company or the salary have 
to be big. The only future in it will be 
what I make of it. But it will be a job in 
which I can believe. Am single, free to 
travel or locate anywhere. If this fills your 
bill, let me hear from you. Box 104, Re- 
porter, 17 East 42d St., N. Y. C. 


CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 





SALES LETTERS 


FRIENDLY SALES LETTERS ARE 
POWERFUL BUSINESS BUILDERS. 
They put the prospect in the right mood 
and then stir him to action. The result is 
orders! Send copies of your letters, litera- 
ture, advertisements . . . or outline your 
sales proposition. You will receive a FREE 
detailed analysis of your sales presentation, 
guaranteed to contain valuable ideas and 
helpful information. No obligation. We 
are glad to give you this service as an in- 
troduction. If you desire, we will quote fees 
for one letter or an entire campaign. Write 
Harry Louis Bauer & Asso., 727 Barry Ave., 
Chicago, Illinois. 








Outstanding success in planning, writing, 
sales building letters, circular matter, cam- 
paigns, house organs, for manufacturers, 
retailers, mail sellers. For 20 years satisfy- 
ing clients, Maine to California. Reasonable 
charges. Les Finkel, 364 Lincoln Place, 
Brooklyn, N. Y. 





SPECIAL SERVICE 


LOWEST COST Process reproduces all 
sorts Illustrated Advertising Literature, 
Sales Letters, Instruction Sheets, Diagrams, 
Bulletins, Booklets, Manuals, etc. Type- 
setting, cuts and engravings eliminated. 
ANY SIZE SUPPLIED. 500 COPIES 
(8146"x11") $2.63. Additional hundred 
copies only 22c. Free Informative Manual 
on request. LAUREL PROCESS, 480 
Canal St., N. Y. C. Phone WAlker 5-0526. 








USED MULTIGRAPH WANTED 


LOOKING FOR GOOD used Multigraph- 
ing outfit for small direct mail department. 
Give complete details and best cash price. 


Box 103, Reporter, 17 E. 42nd St., N. Y. C. 














PROTECT YOURSELF 


If you have trouble keeping your 
copy of THE REPORTER . . . why 
not get the fellow who swipes it 
from you to enter a subscription 
for himself? Or give him one. 


* . ? 


To THE REPORTER 
17 East 42nd Street, New York, N. Y. 


Please enter a subscription to THE 
REPORTER for one year. Attached 
find check for $3.00. 


Name 





Firm 





Address 





City 
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